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res, and chains of theatres. 
As announcement after an- 
puncement was made by Mr. 
z to his organization concern- 
s the purchase of operating con-- 
tol of Saenger, Kunsky, Blank, 
linkelstein & (Rubin, Great 
ates, Dent, and* other interna- 
onally noted theatre circuits, the 
ublix organization quietly. and 
fectively met and dealt with each 
uation without the slightest in- 
ption of routine. Though 
h new acquisition meant in- 
eased strain upon Publix: man- 
wer, and particularly that of 
he Home Office, the additions to 
e Publix family were received 
ito the fold quietly, pleasantly 
d effectively. Apparently the 
itsiders expected that Publix was 
biting off more than it could 
lew’ and were momentarily ex- 
ecting a breakdown of the Publix 
anpower machine. If they were, 
hey didn’t know the organization 
Well as the Publix personnel 
hows it. 
“No greater or more severe 
t of Publix manpower loyalty, 
Tength and intelligence could be 
lagined than has been demon- 
rated by this experience.” de- 
es Sam Dembow, Jr., Execu- 
€ Vice-president, upon whose 
ulders fell much of the burden. 
‘Every department of our 
Me office functioned perfectly. 
€ were able almost instantly to 
bply the needs of our film buy- 
& and booking organizations, as 
ll as our ticket-merchandising 
ees, Beside this, we had able 
aders ready to step into each 
‘Property to add Publix meth- 
8 and policies to each theatre 
id circuit, Furthermore, what- 
€f expansion or growth may be 
Store for Publix will find us 
“ady, 
“The policy of promoting from 
ithin the ranks of Publix, and 
l€ high inducements offered to 
lix personnel for personal ad- 
“Neement haye produced the kind 
Men required on every occasion. 
Ose of us who are intimately 
ainted with the policies of 
Katz, and Publix a8 an Or- 
Mzation, of course are not sur- 
at our accomplishment. 
h enthusiastic acclaim from 
‘lout is certainly a fine compli- 
“tt to Publix and each and every 
~~ 02 the Publix roll.”’ 


“BLIX' ENTRY IN SYRACUSE 


pUblix has acquired possession 
ha’ Temple Theatre, Syracuse. 
a+ use will be completely ren- 
Mod... 20d pal negpen ee a 
“*Dly equipped soun ouse. 
mn Situated i the heart of the 
district. This marks 

first entry into Syracuse. 
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WHOLE THEATRE CHAINS 
ABSORBED WITHOUT A 
BREAK IN ROUTINE 


A recently accomplished Publix achievement that was carried 
pru SO effectively and smoothly as to scarcely cause a ripple within 
e organization, is being acclaimed by leading financiers and in- 
trialists of the world, as a most amazing and spectacular feat of 
rganizational effectiveness. - The reference is in connection with 
recent acquisition by Publix of several hundred additional thea- 
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FRIDAY OPENING 


FEAT ASTOU 


ATTENDANCE 


Theatre attendance has increas-. 
ed 25 per cent in the popular 
priced theatres, on a national 
scale, during the last two years, 
_according 
to Sam Katz, 
president of 
Publix Thea- 
tres corpora- 
tion. 

Twelve hun- 
dred Publix 
theatres now 
sell nearly 
35 million 
tickets every 
week. Mr. 
Katz says 
that the in- 
creased pa- 
tronage un- 
doubtedly is 
due to the 
talking  pic- 
tures. The major portion of the 
increase has developed so strongly 
within the last five months as to 
bring the increase up to 25% from 
about 9.435 per 


“CHANGES AD 
SCHEDULE 


Now that the general practice of 
Friday openings has become an- 
other successfully demonstrated 
Publix innovation, A. M. Botsford, 
Director of Advertising and Pub- 
licity, calls attention to a most 
important matter for Advertising 
and House Managers to consider. 


That matter is the re-arrangement 
of ad-schedtules. 
“Obviously, Friday openings are 


Sam Katz 


t. Starting 
arranged so that the usual “first- Cem 3 
‘nighter fandom will be present on last as tin the | Re-type this 
what would oth-|™@jor f'm pro- | story and lo- 


ducers arrived at 
perfected meth- 


b aa 
See Page $8 aaa See ape ods of literary {form of a 
for ‘suggest- ness wsually treatment of the | letter to you 
ed ideal entertain- 
Table of 


erwise be a weak ealize it in 


new 
ment medium, as 
well as vastly im- 
proved recording 
and photograph- 
ing methods. 
“Today the best 
entertainment of 
Broadway, Hollywood, London, 
Paris and Vienna is duplicated ex- 
actly in. Des Moines, Rochester, 
Salt Lake City, Memphis and 
other towns,’”’ Mr. Katz says. “The 
public has unmistakably evinced 
its encouragement of the presen- 
tation of finer entertainment, and 
I firmly believe that as we pro- 
gress in the fulfilment of the pub- 
lic’s indicated desire, the 25% in- 
crease in national theatre attend- 
ance will be greatly enlarged be- 
fore the end of this year. Increas- 
ed film production costs, however, 
take up this increase, at present.. 
“December is going to be the 
biggest theatre-going month of the 
year. Every company has attrac- 
tions of unusual appeal, sched- 
uled for release during the last 
four weeks of the current year, 
and I look for 1929 to close upon 
the most phenomenal cultural and 
entertainment advances in the his- 
tory of the amusement business.” 


Rieyos 0B 
A. J, BALABAN HONORED 


from Mr. 
Katz, 
plant it for 


takes care of it- 
self with -over- 
flow, on account 
of the usual hol- 
iday crowds 
which include 
out-of-town visit- 
ors, etc. The 
tough day _ to 
crack is Monday. 
Therefore, your big sales-guns 
should be trained on the Monday 
Box-office enemy. 

‘In the last issue of PUBLIX 
OPINION, the idea behind Friday 
openings was comprehensively ex- 
plained. Study it, with this. Then 
you'll find the solution to prob- 
Jems that are peculiar to your own 
locality. 

“Ad schedules should be so ar- 
ranged that figuring 100 per cent 
as your biggest ad of the week, on 
Thursday, you have an ad that is 
100 per cent, Friday’s ad should 
be 100 per cent. Saturday morn- 
ing a 70 per cent ad, but Saturday 
afternoon a 50 per cent ad, Sun- 
day ads should be 50 per cent. Mors 
day’s should be 100 per cone 
Tuesday's and Wednesday 8s a 
should be 30 per cent. oe 
Thursday ad should carry a “,b0X 
about 10 per cent of the size of the 
whole ad; deyoted to “Last Times 


Today Program,” and the nae 
90 per cent of the ad, devoted to 
selling what's “Coming Tomor- 
row” 

“your Friday ad, of Routes 
yells 100 per cent about Now! 


(Continued on page 3) 


and 


Schedules for 
ads. Paste it 
on your desk 
as daily re- 
minder. 


next Mon- 
day’s papers. 


Members of the stage produc- 
tion department tendered a beef- 
steak dinner to A. J. Balaban, new 
Home Office Executive in, charge 
of all entertainment. Mr. Balaban 
recently assumed supervision of 
the stage show department as part 
of his new activities. 


WEEKS LEFT! 


sTRY 


25% INCREASE|PROMOTIONS AND NEW 
IN THEATRE) RESPONSIBILITIES NAMED; 


RESULT OF EXPANSION 


Following on the heels of the expansion of Publix activities, as 
reported in another column of this issue, announcement is made by 
David J. Chatkin, General Director of Theatre Management of a 
sweeping re-arrangement of the management department. In every 
case the changes either mean huge added burdens of responsibility 
for those mentioned, or else actual promotion. 


COMBINED PUSH as With this much accomplished, 


Mr. Chatkin announces that in a 
few weeks he will have ready an 
additional list of changes and pro- 
motions that will come as the re- 


FOR P AR AMOUNT sult of the afore mentioned 
f changes. 
Here’ the outstanding 


MONTH IS ON! "2c arczum, som. 


erly Director of Maintenance 
Department, is promoted to 
be Division Manager for Pub- 
lix - Northwestern Division, 
with Headquarters at Minne- 
apolis. 

J. O. ELDER, who has been 
a principal aide to Mr. Mullin 
in the maintenance depart- 
ment, becomes Director of 
Maintenance. 
EDMOND RUBEN of the 
Finkelstein & Ruben circuit 
comes to New York as Divi- 
sion Director of the Publix- 
Northwest Division. 


HAROLD FINKELSTEIN 


Although complete reports are 
not available at the time PUBLIX 
OPINION goes to press, yet; from 
all indications, the first ten days 
of PARAMOUNT MONTH: went 
over like a house on fire all over 
the circuit. 


Theatre managers, directors of 
publicity and advertising and Par- 
amount exchange heads have 
joined forces all along the line and 
are putting over mammoth selling 
campaigns to startle their respect- 
ive communities into a realization 
of the supremacy of Paramount 
pictures and the unrivalled excell- 
ence of Publix entertainment. of the Finkelstein & Ruben 

Messrs. Katz, Dembow, Chatkin, Circuit, remains in Minneap- 
Botsford and other Home Office olis as Associate Division 
executives are closely watching Manager. 
the efforts that are being put for- "ED SN : A 
ward in each town toward making ee Nae eee 
PARAMOUNT MONTH a gigantic) operations in Minneapolis and 
box office stampede. DON’T STOP! St. Paul 
THERE ARE ONLY TWO MORE H DAGLER ia named Die 


NOW IS THE . 

KEEP GOING! trict Manager for all subur- 
ban operations in Minneapolis 

and St. Paul. 


(Continued on page 3) 
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A LAUGH 
RIOT! 


“Preview Audience Wel 
comed Danger’ Tonight Bel 
mont Theatre, Los An 
geles. Established New En- = 
durance Laugh Record Roar- 2 
ing Thru Ten Reels Of Fun- = 
niest Picture Harold Lloyd = 
Ever Has Made. He Is Az 
Riot in Talkies and I Am= 
Being Conservative When I2 
Say He Never Has Made Az 
Picture That Touched This = 
One For Laughs. It De-= 
serves Greatest Exploitation = 


TIMB! 


BROADCASTING 
FROM SCREEN 
IN PUBLIX 


“Screen Broadcasting,’ or the 
presentation of sound acts of ex 
ceptional entertainment quality on 
the theatre-screens, under the 
sponsorship of commercial con 
cerns, as in radio-broadcasting 
will be a feature of every Pub 
lix theatre in the near future, as a 
result of a contract signed by Pub 
lix and the Theatre Service Cor 
poration, 


INL 


Far from being “screen adver-|— Campaign Ever Given a= 
tising,” as it is generally known, = Lloyd  Froduction. Will = 
these talking shorts will be 100]= shoot You Criticisms Which = 
per cent entertainmont in the full-|= yj) Bear Out These Asser- = 
est sense of the word. They will|= iions, Do Not Be Afraid Of = 
be judged on the same basis a8|/=> Overselling This One" I 
‘the short subjects released by the}= a a 
first line motion picture compan- e Leslie Whelan. = 

(Continued on page 3) EL NN 
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“modern 


IE 


WORLD-FAMOUS BOOKING FIRM 
BECOMES PART OF PUBLIX 


One of the most important amalgamations consummated in a 
long time, occurred last week when President Sam Katz, of Publix, 
and William Morris Sr., entered into an agreement whereby the 
Mortis Booking Agency and its staff becomes a part of the Publix 
organization. 

As a result of this agreement, 


the unquestioned world suprema- | 
cy of the Morris booking and PERSONA LL | T Y 


ZI 


fi 


by William Morris, Sr., with Abe 
stability of its founder with. the the personalities of Paramount’s 


showmanship facilities are linked 
with Publix manpower for stage 
The William Morris Agency is 
manned by a force of ace showmen 
and bookers whose status is un- 
rivalled. in this country. Headed () ii 
Lastfogel and William Morris, Jr., 
seconding the chief, and Harry a a 
Lenetska and Johnny Hyde act- Over 40 Publix de luxe theatres 
ing as other important heads, it| will participate in a nation-wide 
forms a powerful working organ-|New Star Personality Contest 
ization of talent and entertain- which will have as its object to 
ment buyers which combines the| familiarize the general public with 
showmanship of _ the|New Show World and to act as a 
younger and energetic element. wide-spread box-office stimulus. 
"Always noted for handling the) ach week for thirteen weeks, 
biggest and best attractions iN|, new.-Paramount personality will 
name and money that the world| be displayed on the screen without 
affords through its international a name and the audience will be. 
offices, in tying in with this famous] jnyited to identify the person. At 


posal the source of stage attrac- - : a 
tions and the benefit of the Mor- pee See E ea ana 
ris office show experience. The| yyites the best slogan on “Why|1. 
affiliation is to be a perpetual); prefer Paramount Talking Pic- 
One: : ... | tures.” 

The relationship between Will- 
iam Morris and Publix has al- Prizes for the contest will be 
ways been, of a cordial nature promoted in each town by the 
from the early beginning of both| Theatre and Advertising Manager 
organizations. As an agent in the|from the merchants of that town 
days when A. J. Balaban was| who will be glad of the chance 
struggling with the unusual prob-| to contribute for the valuable 
lems of that time to provide extra | screen credits and newspaper pub- 
attractions in the Balaban and|licity involved. In the Brooklyn- 
Katz houses, Morris tendered the| Paramount, where a similar con- 
services of himself and his agency test is being staged, Lou Goldberg, 
to promote the B & “K struggle. | Director of Advertising and Publi- 
His reward came when the pic-| city, had no difficulty at all in 
ture house stage show developed | promoting a trip to Paris, a Buick | 6, 
under the direction of A. J. Bal- Sedan, a fur coat, ten Zenith rad- 
aban in the B & K houses and|ios and other valuable prizes for 
later in Publix: his contest. 

The Morris staff, which handled Coupons will be run in each ie 


2. 


3. 
4. 


5. 


7. 


the bulk of, Publix booking, al- sie: oflone: of the: ‘dail 

) : y papers 
ene ae er ik were which the patrons will be asked, 
part of the organization it now is. 1155 for rg Gia Sera 
LL To render these coupons more 


available, papers will be sold in|8. 
the lobby of the theatre, and the 
paper, like the merchants, will get 
screen credit. In return, the news- 
paper will widely herald the con- 
test in daily publicity stories giv- 
ing hints on the personalities in 
the contest with personal descrip- 
tions, a list of Paramount New 


GET °EM HOT? 


Here are the sure-fire 
money-getters you're likely 
to play during the next few 
weeks: 

1. WHY BRING THAT 
UP? Moran and Mack 
laugh classic that will 
soon rock the land. 

. WELCOME DANGER! 
See Les Whelan’s ac- 
count of audience re- 
action to Harold Lloyd's 
first talkie, on page 1. 

3. GOLDDIGGERS. The 
lure of Broadway. With 
Ann Pennington, Win- 
nie Wightener and all 
star cast. 

4. PARIS. Tuneful ear- 
tickling musical com- 
edy with the irresist- 

= ible Irene Bordoni. 

5. SATURDAY NIGHT 
KID. Clara Bow! Nuf’ 


9. 


the contest, etc. 


Aside from the newspaper pub- 
licity and merchant’s co-operative 
ads, a series of trailers will keep 
the interest of the public keyed up 
to the highest possible pitch. Lo- 
cally made films will announce the 
prizes and donors. A committee 
of impartial judges, not in any 
way connected with the theatre, 
will decide the awards. 


MEGAPHONES FOR 
FOOTBALL SEASON 


1 ©) 


HUNAN 


Ced! 
6. HIS GLORIOUS The Publix-Great States Adver- 
NIGHT. The picture tising. and Publicity departments 


the flapperg are waiting = have officially opened-the football 
for! With John Gil- 2| 8e2son by distributing countless 
bert. =\small megaphones costing two 
7. SWEETIE. The good 2 cents apiece at all the opening 
news of the screen with = football games. Colors of the high 
Helen Mane, Nancy = schools and colleges are used on 
Carroll, Jack Oakie. A : the megaphones together with the 
sure-fire record-wreck- theatre ads and copy concerning 
the coming attractions. These 
megaphones are very substantially 
made so that the students will 
keep them and use them for all 


er! 

8. THE MIGHTY. Abso- 
lutely topping any pic- 
ture Bancroft has ever 


made. = 
= aN Ha," SEASON. 
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PUBLIX BUYS MORRIS AGENC 


Save This! 


This issue starts Book 
III. Have you saved your 
back copies? Start WITH 
THIS ISSUE to save and 
make up your own Volume 
Us 


LUNSQCUOEUDUELOCEROGU00000E0UUOOUAUELET OTE 


T SMART SHOWMEN 
DO WITH TIPS! 


Knowing how to use PUBLIX OPINION, according to 
District Manager Nate Frudenfeld, and systematically 
is building profits at the Box 
Office. Read his letter to his organization. Mr. Fruden- 
feld’s plan justifies the expense and effort involved in pro- 


WHA 


cashing in on the knowledge, 


ducing your newspaper. 


TO ALL MANAGERS: 


Gentlemen :— 
agency, Publix will have at its dis-|the end of this period, prizes will What I foun 


A very valuable article on the highlights and how to sell Jeanne | 


Eagel’s picture “JEALOUSY.” Cut this out and file it away. | 


Home Office. 


On the same‘ page—Nation-wide tie-up on “Why Bring That has for itself. 


Up?” 


What some of the big pictures are doing on Broadway. Look 


this over. 


On page 3—‘Start yelling about Harold Lloyd in “Welcome 


Danger”.’ Good tip. 


Pages 4 and 5—There is a number of reprints from the Publix- 
Variety Issue. How about trying to plant some of these stories 


in your local papers? 


And then I note that Balaban & Katz ran a trailer on their 
screen quoting what Variety said about Publix theatres, pointing 
out the fact that over twenty-five million people éach week 
were entertained by Publix. How about a message from your 


screen? 


Page 7, under the title of “WHERE.” Read this short mes- 


sage and follow it through. 


Page 10—a clever gag by Madeline Woods which was used on 
You have some $7.70 pictures coming. 


“COCOANUTS.” 
Steal the idea. 


10. Page 11—“Standard prices and schedules on Lamps.” This 
certainly should be cutout and filed for future reference. 


Show World pictures, resume Of) 44> And on the back page, as usual, Publix Opinion gives you the 
length of features and short subjects. Cut thesé out and keep 
them in a handy place to check back on your program plot as 
submitted to you from Des Moines. We may make a mistake 
on the running time_of the pictures and you can correct it on the 
sheet by referring to this service. 

12. I have repeatedly requested that you study Publix Opinion 
from cover to cover, not just glance through it and file it away 
but behind locked doors, absorb every bit of this valuable publi- 
cation. After every publication is received I am going to write 
you excerpts on what.I personally find in Publix. Opinion. 
13. Again I request that you send in your unusual stunts to New 
York as the Editor of Publix Opinion has repeatedly requested 


in pact issues. 


Yours very truly, 


din Publix Opinion the week of Aug. 30th: | 


Publix-Northwest Division 
Headed By Martin Mull 


Times Square said “good-bye” to Martin J. Mullin, one of j 
greatest favorites among the new type of showman-executives w # 
brought the greatest prosperity to.show business that has ever beens? 
known to the amusement industry. Mr. Mullin, who-is 34, but w i | 


obtained a college education during his fifteen years of theatrica i! 
experience, goes to Minneapo} is) 
and St. Paul, Minn., to take charge p 
of the vast interests of Publix y 
Finkelstein & Rubin. Publix ye’ 
cently purchased control of ¢ a” 
four-score F & R theatres, 
turned the operation over to 9 yas 
of its ‘ace’ showmen in ore’ 
to give theatre goers of the nor 
west as quickly as possible, th, 
same type of theatre operation a c 
entertainment that has made Pyp. 
lix an internationallv famous by, J 
word. is 
In the de: 
parture | 
“Mart in 
Mullin from, 
Broadw ayy 
to the hub Og 
the north. 
west 0 
T ime 0 
Square sag 
see anothel, 
indication of: 
the truth of, 
what “Van” 
iety,” they 
atrical trad); 
paper, recent; 
ly said. AC: 


¢ 
i 
September 4, 1929. | 
| 
| 
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M. J. Mullin 
On page one—A warning not to enter into a contest connected cording to “Variety,’”’ Publix hag); 
- with Paramount Studios without getting full consent from the turned the United States insid 


out and has given more of Broad 
way to the inlands than Broadwaj,, 
“Tt used to be 4. 
press-agent’s lure to shout ‘We'r 

Bringing Broadway to Yo 

Town, but nowadays it’s com 
mencing to look. like Broadway: 
will have to advertise that it : 
got a piece of Minneapolis ol, 
St. Paul or some other red hot, 
inland metropolis, in order t¢ 
give the bigtown visitors a thrill. 


Besides the immediate rear 
rangement of entertainment pol, 
icies that will give the northwes: 
everything that is available it 
show business, Mr. Mullin as res. 
ident division manager will set: 
to it that every modern and sche 
entific convenience for the luxutl, 
and comfort of patrons, is imme 
diately installed in the theatres 
under his supervision. He Wi} 
have as his principal aide, H 
old Finkelstein in the Twin Cities! 
Edmond Ruben will be Divisiok 
Director, with headquarters 
New York. Between the three 0 
them, and the knowledge thal 
Messrs. Finkelstein arid Rubit 
have of the Northwest, Publix & 
pects to provide even the smalles 
communities and theatres in th! 
northwest chain, with the bigse' 
thrills that the genius and gis) 
Wie resources of Publix can pro 
vide. 4 


Mr. Mullin startea in show bust 
ness with the old Triangle film com 
pany, and at the time of its absory) 
tion’ by other interests, W&% 
charge of all of its booking interes’ 
for all of the many Triangle be 
changes. He then helped tepne 
Lynch organize the Southern mnter: 
prises, and though he_ was 
teens, helped build and buy arr 
theatre properties of that organs 
tion which was later to form 
nucleus of Paramount's, thea), 
operating interests. Most 8%) ocr 
theatre managers now_in gouth! 
cities, employed by Publix, wi 
selected and trained by Mr Mu 
When Balaban & Katz thes 


NATE FRUDENFELD- 


APPROVED! 


Mr. Nate Frudenfeld: 


I was grently pleased with your letter of the 4th Instant t = lenance and operation. e 
emphasizing, the value of the current edition of PUBLIX Pe SE S12 charge of this work when the mov! 
desirability of studying ‘all issues from cover to cover. N and the 


merged with the Paramoun 
tres in the formation of Publix. oy 
Mullin took charge of the Min 
tenance of physical properties fo 
‘organized a huge operating P ain 
combined purchasing power! 4 


transformed themselves into {a 
and required the tremendous tas 


had in mind writing 1 similar lette 
I had in mind wr ws u Similar letter to you and you have suved me} almost overnight installation hh 


the trouble, us IT am forwarding n copy of your communic : 
Saether for use in the Ohio-Indlann territory. municntion to Mr.| complete new equipment. 


Publix took over control 


If you have not already done so, send x copy of your letter te mr, | Finkelstein & Rubin interests if i 


the contests during the gridiron} Cummings for ase in hia district. 
ARTHUR L. MAYER, Division Director 


northwest, Mr. Mullin was % Oe t 
job of translating to it all o 
Publix policies and benefits. : 


Si al 


ROMOTIONSISCHO 


ESULT OF 
EXPANSION 


(Continued from page 1) 

M. FRENCH is named Dis- 
trict Manager for all north- 

ern states in Northwestern 
jvision. 

ED PRINTZEN is named 
pistrict Manager for all 

uthern states in Northwest- 

ern Division. 

R. E. CRABILL, Division 
Pirector of Pacific Coast, is 

yen the added responsibil- 
ity of Salt Lake, Boise, Og- 
den, Provo, and Twin Falls, 
with Harry David as Resident 

Pivision Manager. 

BYRON B. BUCHANNAN 
named Director of Construc- 
tion Department. 

BARRY BURKE, Division 
Manager for the State of Tex- 
as, given added responsibili- 
ties of the newly acquired 
Pent Circuit. His new Dis- 
tric chiefs to be announced 
Jater. 

LEWIS E. SCHNEIDER, 
Division Director for south- 
west, to be Publix Operator 
of Saenger and Dent Circuits, 
jn addition to his other terri- 
tory including Colorado, Okla- 
homa and Texas supervision. 

JACK BARRY, Director of 
Publix Management School, 
to be Director of Publix Per- 
sonnel Department, with su- 
pervision of school. 

(JAMES LEVINE, Associ- 
ate Director of Management 
School and assistant to Divi- 
sion Director Schneider, to 
be Director of Management 
School. 

CHESTER L. STODDARD, 
Director of Publix Personnel 
Department, relinquishes that 
duty to Mr. Barry and is 
named Director of Front 
House Operations. He will 
immediately organize and be 
responsible for direction of 
employment and training of 
front-house management, and 
be responsible everywhere for 
service in theatres. 

JULES J. RUBENS, form- 
erly vice-president and gener- 
al-manager of Publix Great 
States Cireuit to be Divi- 
sion Director of Publix-Great- 
States, Circuit, with Head- 
quarters in Chicago. 


heir organizations. 


everyone now 
vhatever changes are ma 


hamed can orga 
or the preparat: 


fanagemtnt David Chutkin. 


| ments recently. They are: 


Each of the above named men. 
operating in their new status, will 
mmnediately cause enlargement of 


Bere changes will De gimons en- 
ure ature of goo 

Pao a in Publix, and 
de will 


nell individual advancement. <A8s 
pidly as the department heads 
nize their problems 
jon of new allign- 
ment of manpower, announcement 
Will be made by Director of Theatre 


Here is the fifth class of the Managers’ 


|| Seated left to right: J. W. MARSHALL, 
WHITE, 8S. JOSELOFF, J. B. GOODWIN. 
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LEAVES FOR 
POSTS 


The Fifth Class of the Mana- 
gers School completed its train- 
ba session on Friday, Sep- 
See air 6th, and the members left 
ros their various assignments. 

he assignments were as follows: 
vet, Ralph H...... Rochester, N. Y. 

rown, Herbert C....Asheville, N. C. 
Carden, Charles B....... Dallas, Tex. 
allies Wim. H.... Jacksonville, Fla. 
soodwin, John B..Minneapolis, Minn. 
Goss. Eugene F........ Boston, Mass. 
Holland, Sidney S...... Boston, Mass. 
Kennebeck, Frank V....Omaha, Neb. 


Keyser, Chnuries M......Chi 
Lesser, Irwin A. Be etvoaee 


Paramount Forel . 

Ce inca eal, ee 

ramount Foreign Dept. 

Miller, Albert ©., inden polis) Minn, 

Powell, Bruce. ...Publix Home Oifice 

Rader. Clark C...... Central Division 

Shipley, Frank E........ Dallas, Tex. 
Shuttee, Walter B., 

Salt Lake City, Utah 

Solomon, Irwin H......... Toledo, O. 

Tan, Kingston T., 

Paramount Foreign Dept. 

Watson, Richard...... Detroit, Mich. 

White, Paul S....... Central Division 

Zigmond, Jerome.San Francisco, Cal. 

Zimanich, Jose¥, Publix Home Oflice 


BROADCASTING 
FROM SCREEN 
IN PUBLIX 


(Continued from page 1) 

ies of the country, and will in- 
clude acts comparable to ‘Moran 
and Mack,” ‘Paul Whiteman’s 
Orchestra’”’ and others of a sim- 
jlar entertainment calibre. Pub- 
lix will be the final judge on their 
merit and will not permit any 
“short”? to be shown on its screen 
unless it measures up to the stand- 
ards of pure entertainment which 
characterizes its regular theatre 
program. 

Furthermore, the audience will 
not be subjected to the annoyance 
of “selling copy,’’ as in the case 
of radio broadcasting. There will 
be no reference whatsoever to the 
sponsoring company or its prod- 
uct except a short, dignified line 
under the title to the effect that 
“this act is presented through the 
courtesy of such and such @ com- 


pany. 

In addition to these talking 
shorts, there will be interesting 
and unusually presented style re- 
views in color and sound of a 
character always pleasing to wom- 
en patrons, in which only the 
highest grade talent will be util- 
ized. Here too, the only reference 
to the sponsoring firm will be the 
single line with the title. 

Educational and industrial sub- 
jects, of a character affording en- 
tertainment, interest and educa- 
tional value to the patrons of the 


| MANAGERS SCHOOL GRADUATES! 


Training School which left for its assign- 


H. SCHWARTZBERG, JOHN F, BARRY—Director, P. 8. 
JOSEF ZIMANICH, 0. H. CARDEN, W. H. COLLIER, 


®. F. GOSS, F. V. KENNEBEOR, R. H. 
H. GEYSER, S. S. HOLLAND I. LESSER. 


OL CLASS|FRIDAY OPENING 


AD SCHEDULE 
CHANGES 


(Continued from page 1) ~ 
Today!’? Remember that every 
merchant in town advertises on 
Friday and your ad, no matter 
how: large, is small in comparison 


‘and competition to the cheap mer- 


cantile display ads. So you should 
depend on reader-habit on your 
theatre page or directory page if 
your newspapers have such sec- 
tions. Saturday newspapers are 
usually smallest in size and circu- 
lation, but your ad has a better 
chance against competition. Sun- 
day papers have the largest cir- 
culation, and also tough ad-com- 
petition, highest rate, and tough 
reader - competition. However, 
your week-end business on Satur- 
day. and Sunday will be just as 
great with a small ad in the news- 
papers on those days as it would 
be if you inserted big ads. There- 
fore you should use small ads on 
Saturday and Sunday (but be sure 
you load the newspapers with 
publicity pictures and ‘readers’ 
and news stories on those days.) 
The money you’ve saved on your 
budget will make a grand display 
splurge on Monday, when it will 
do you the most good, have least 
competition and get you business 
on a day when you can use max- 
imum business, and need it most.” 


—————————esee 
theatre will be included among 
these subjects. Also, for the use 
of smaller towns, there will be 
display subjects for local and na- 
tional accounts, utilizing sound 
and color. The accounts and film 
subjects will, of course, conform 
to the proper standards accept- 
able to Publix. 

Publix will, at all times, be the 
sole and absolute censor of the 
sponsoring business firms; the 
scenario, including subject mat- 
ter, written and printed matter, 
speech and sound; talent and com- 
pleted film subjects. : 

The Service Company will 
handle all thé details of the pro- 
duction and distribution of .these 
entertainment units. Not only will 
they be turned over to Publix for 
exhibition free of charge but Pub- 
lix will receive in revenue a large 
percentage of the amount paid by 
the commercial firm to the pouuce 
Company for_its advertising service. 
The Rervice Company will guarantee 
a substantial amount to Publix and 
will deposit securities covering & 
generous portion of that amount. 
Naturally, the benefits derived by 
the sponsoring firm in having its 
name flashed before 5,000,000 people 
daily, which is the circulation offer- 
ed by Publix Theatres, are inval- 
uable. 

In those sections of the country 
where Publix is under contract with 
commercial concerns for screen ad- 
vertising .the present contract will 
be allowed to expires before the new 
“Screen Broadcasting” is put into 
effect. 


Ideal Routine Ad-Schedule 


FOR FRIDAY OPENINGS! 


(This apples only to fall-weef runs and sizes, 
nnd ingsert-days only. It in not intended prim- 
arily as discussion of selling copy.) 


ie Comparative siz- | Selt Your Sell Your 
Reasons | ¢8 daily, 100% Coming Current 
Work two Below is biggest ad. Show Show 
weeks in nd- aaa 
vane our ; 
eaawoutac 4 Th |AM 100% 90% 10% 
urs. | PIV 100% | 90% 
oO (4) 
Have finnl re- 
vised proofs on | AM 100% 

; ara eete ° fe G 100 
evervonenacrel!|2. Fri, | ivi 190% | 007% 1007 
48 hours in 
gatvance or 
nser ate 
cor receive last- S t AM 10% 100% 
minut “sf 
Srieoeentioae at. [PM 50% ; 
Make everyone 
rend proofs. 

4, Sun. 50% 1007% 
This plan gives } 
you frequent 
co and siz | 
change which 5 ‘Mon AM 90% 100% 
enlivens your . ° 
selling. | PM 90% 
siwz enen.ac-||/6 Tues. |Py soc Wu 
vith 
“Hold for In- | : 
pert Date aes = aaa, AM 
ease Order. | 30% 
| Wed. 309 70% 
Wed. |p 30% fe 


1. If your show has not been thoroughly sold by. the 
last day of the run there is very little hope of accomplishing 
any great results for your current show through the use of 
paid display. It has been the custom to include in final day 
ads, only such items regarding yom current show as are 
absolutely necessary from a “directory” sense. Impress on_ 
your readers that it is the LAST TIMES TODAY that they 
have to HURRY if they are to attend current show. Then 
be sure and sell them on the coming attraction. Remember 
that six-sevenths of your regular clientele has already seen 
the show that is now playing, and desire information con- 
cerning your coming attraction. Give it a bang with STARTS 
TOMORROW—and where the Friday opening is a new thing— 
STARTS TOMORROW FRIDAY, etc. “YOU'LL WANT TO 
BE THE FIRST TO SER, Etc., STARTING TOMORROW.” 


2. This is your new show opening day. Give it a big 
boost. “BE THE FIRST TO HAR,” etc., will particularly 
appeal to that element which always desires to be the first 
to see a new show. “NOW, STARTING TODAY!” etc., should 
be featured. You want everyone to know it's a new show, so 
say 50. 


8S. Saturday morning is the second day of your run. In 
most cases] it will be the opening day of your oppositions. 
Don't get nervous if they top you in size of ad space. Espe- 
cially on Saturday afternoon. Im most cases Saturday after- 
noon. lineage is a bad buy as the Saturday afterncon papers 
don’t get full reader attention and are in constant competition 
with the Sunday papers which are on the streets early Satur- 
day night. In cases where you operatd a downtown theatre 
they aro particularly bad because the Saturday afternoon 
tickets are mostly bought by those on their way home. The 
department stores RARELY buy Saturday afternoon lineage, 
for this reason. 


4, Sunday most of the papers have large amusement 
pages. Everybody gets a pretty decent publicity photo and 
news break in this. Also it’s the third day of your yun and 
the fourth day you've been advertising your current attraction. 
GO EASY ON PAID SPACE. Depend on your publicity and 
news pictures to carry you through today for representation. 
DON'T WORRY ABOUT YOUR OPPOSITION TOPPING YOU 
IN SPACE. Remember he’s paying top lineage prices on Sun- 
day. You don't need it. Spend a lot of time on the attention 
value and position of your smalier ad. Use contrast, originality 
and between all these you'll be more than represented. 


5. Blue Monday has been fought in many ways. Spend 
as much money as you can afford, to institutionalize theatre 
going .on this day. Use enough space to sell Monday as a 
theatre day. Explain that quite naturally this is the time 
to get seats. MAKE MONDAY YOUR MOVIE DAY is the 
manner in which Oscar Doob is selling this otherwise off day 
to Detroiters. If the reviews have been exceptionally fine use 
excerpts in this ad. At all events enough of your ad appropri- 
ation saved on other days should be used today to sell some- 
thing on Monday. You've got to put a lot of pep into eopy, 
layout, and position and you need maximum space. 


6. If you haven’t sold your show on the fifth day there's 
very little hope in figuring on your ad budget. Leave this as 
the low lineage day. It’s too far along to help much. Try for 
news and free stunts. By this time you know generally what 
your patrons like about the show. You've had enough com» 
ments to put some good copy in this small ad. 


7. The same is true here as was true on Tuesday with 


ae exception of a small widerline selling your coming aftrac- 
tion. 


2 eS DESO en 
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PUBLIX MUSIC DEPARTMENT SCORES AGAIN 


NOVELTIES AND RECORDS — 
CAN NOW BE PLAYED ON 
REGULAR EQUIPMENT 


Once again, Publix Music Department, under the direction of 


Boris Morros, has reached a new milestone in the development of | 


novelty entertainment units for the rounding out of theatre pro- 
grams. The most recent twist is the release of slide novelties and 
records to be played on regular disc or vitaphone equipment. 


now be able to take advantage of 


.be of great entertainment value 


if so desired. 


The obvious advantage of this 
new departure. is that theatres 
whose lack of non-syne equip- 
ment or non-sync operators for- 
merly prevented them from using 


the slide novelties regularly is- 
sued by the Music Department will 


this invaluable service. 

The regular slide novelties with 
special 33 and one-third revolu- 
tions per minute records .to be 
played on dise or vitaphone equip- 
ment will be released in'a few 
weeks. Cue sheets, especially pre- 
pared for booth operators and 
clearly explaining when change of 
slides occur, will be furnished with 
each record. 

These novelties have proven to 


wherever exhibited and the Music 
Department now has a mailing list 
of over 80 theatres. All theatre 
Managers who have not been able 
to take advantage of this service 
are urged to do so now. Send in 
the name of theatre desiring this 
service to Boris Morros, Para- 
mount Building, New York. 

In addition, the Music Depart- 
ment now:-has available special 
33% r.p.m. records to be played 
on regular: dise or~ vitaphone 
equipment.* Each record contains 
four numbers; such as, overtures, 
exit marches, trailer music, etc. 
These records are on a 12” disc 
and can be easily handled. They 
are of greatest value to theatres 
not employing non-synce operators, 
or contemplating the discontinu- 
ance of non-sync operators. 

The following list of four rec- 
ords, is immediately available. 
Twenty more are now being pre- 
pared, and-will be ready for dis- 
tribution within a.short time. A 
weekly service will be. available 


These records should be ordered 
by number from Boris Morros. 
SPECIAL 3313 R.P.M. 
RECORDS: To be played on Regu- 
lar Disc or Vitaphone Equipment. 
No. O. E. 1. 

A—Part 1 — Overture — Dance 
of the: Hours, Part 2. (Ponchi- 
nelli). Classical—4 min.; A—Part 
2—Overture—Deep Night (Val- 
lee-Henderson). Pop- Symphonic 
—3\% min,; B— Part 1 — Exit— 
Sweet Sue-Just You (Baer-Camp- 
bell-Whitney). Fox Trot — 2% 
min.; B—Part 2 — Exit — Saucy 
(Kaufman). One Step—3%4, min. 

No. O. KE. 2 

A—Part 1— Overture — Sym- 
phony No. 4 (Tschaikowsky). 
Classical—4¥% min.; A—Part 2— 
Overture—If I Had You (Schapiro- 
Campbell-Connelly). Pop. Sym- 
phony—-314 min.; B—Part 1—Ix- 
it—Tiger Rag (La Rocca)—Rag 
—2%, min.; B— Part 2—Hxit— 
Radium Dance (Schwartz) — One 
Step—3%4 min. 

No. O. E. 3 

A—Part 1—Overture — Martha 
Overture, Part 2. (Flotow). Classi- 
cal—4%, min.;A—Part 2——Over- 
ture—Riders of the Flag—March 
(Sousa), March—3% min.; B— 
Part 1—Exit—Ouch (Kaufman). 
One Step—2% min.; B—Part 2— 
Exit — Me and the Man in the 
Moon (Monaco). Fox Trot— 2% 
min. 


No, O. E. 4 

A—Part 1—Overture—Mignon 
Overture, Part 2. (Thomas). Clas- 
sical—4 Min.; A—-Part 2—-Over- 
ture — Golden Jubilee (Sousa) 
March—3¥, min.; B—Part 1—Ex- 
it—Here We Go (Kaufman). One 
Step—31%4 min.; B—Part 2—Hxit 
~—High Upon the Hill Top (Baer- 
Campbell-Whitney). Fox Trot— 
2% min, 


9TH NON-SYNC 
SCHEDULE 
ISSUED 


The ninth schedule of Non-Syne 
Releases issued from the office of 
Boris Morros, General Director of 
Musie for Publix, contains many 
unusually attractive numbers 
which should be of a great help 
to managers in rounding out their 
programs. 

The schedule of non-syne re- 
leases for the month of September 
is: 


WEEK OF SEPT. ist 


NON-SYNC. VOCAL NOVELTY :— 
“Am I Just a Passing Fancy” (With 
Special Tinted Slides) sung by Pete 
Woolery—Approximate time, 3 min. 
10 sec:—Approx. cost $1.25. 


WEEK OF SEPT. 9th 


NON-SYNC. VOCAL NOVELTY :— 
‘Dream Girl’ (With Special Tinted 
Slides) sung by James Melton—Ap- 
prox. time 3 min. 15 sec.—Approx. 
cost $1.25. 


WEEK OF SEPT. 16th 


NON-SYNC. VOCAL NOVELTY:— 
‘T Love You” (With Special Tinted 
Slides) sung by Ted Lewis—Approx. 
$1746 3 min. 12 .sec.—Approx. cost 

This record will be on a 3314 r. p. 
m. disc—to be played on regular 
vitaphone equipment. Special cue 
sheets for projection booth opera- 
tors will be included. 


WEEK OF SEPT. 28rd 


NON-SYNC. VOCAL NOVELTY :— 
“This Is Heaven” (With. Special 
Tinted Slides) sung by The Biltmore 
Trio—Approx. time 3 min. 14 sec.— 
Approx. cost $1.75: This record will 
be on a 33% r. p. m. disc—to be used 
on regular vitaphone equipment. 


WEEK OF SEPT. 30th 


NON-SYNC. VOCAL NOVELTY :— 
“Satisfied” (With Special Tinted 
Slides) sung by Chester Gaylord— 
Approx. time 3 min. 16 sec.—Approx. 
cost $1.75. This record will be on a 

3144 r. p. m. disc—to be used on 
regular vitaphone equipment. 


SYNCHRONIZED FILM NOVEL- 
TY “MY DEAR” 


The Music Dept. strongly urges all 
theatre managers to book this film— 
if they have not already done so. 
This novelty is a decidedly new and 
novel departure, from the regular 
Non-Syne. releases—Approx. time 4 
min. 3 sec. 


NON-SYNC FILM NOVELTY 
“DEEP NIGHT’ 

This novelty—used in conjunction 
with non-sync, and sung by Ruth 
Etting,—has already played over 125 
theatres. Audience reaction every- 
where has been most flattering. If 
managers have not already played 
this film they are advised to book it 
immediately.—Approx. time 3 min. 
40 sec. 

For information on bookings for 
the above two film novelties, write 
or wire:—BORIS MORROS, Para- 
mount Building, New York City 


USE FILM GROSS 
TO STAVE OFF 
MONEY CRISIS 


Elsewhere in this issue, appears 
an account of how ‘Cocoanuts”’ 
played to a record-breaking gross 
in Lakeland, Fla., after four banks 


had failed and the town was in|) 


the grip of a financial panic. The 
picture did the same thing in 
Tampa where, despite the fact that 
nine banks had closed, it rolled up 
such a gross at the Tampa Theatre 
that the newspapers used the thea- 
tre’s sensational business as a 


means of warding off the craze to]. 


run on the banks and to show 
that there was money in town, 


SELLING IT! 


This is how City Manager.W’. E. Drumbar, Theatre Manager Will 
Brock and House Artist Hal Parrott, of the Publix Tennessee Thea- 
tre, Knoxville, go about selling Paramount’s New Show World dur- 
ing Paramount Month. Not only did this eye-catching poster attract 
crowds around the theatre lobby, where it was placed, and delivered 
its message to the thousands passing in and out, of the theatre, but it 
also was widespread throughout the entire circulation of the Knox- 
ville Tournal, where it was reproduced, as shown below. 


, THE KNOXVILLE JOURNAL, KNOXVILLE. TE 


How The Tennessee’s Artists Foretell Coming 
Attractions Produced By Stars of Paramount 


Cone are the old stereotyped,, that has yot been placed there. It —Photo by Nedin Therapson. 
one-sheet posters, cardboard cut-|{s an S!uminated, mechanical re-| are known fairly well in advanca 
outs and other display speclalttes,| viow of Yorthcoming Paramount’at- Se RES assembled. -t Is-@ 
turned out by the thousands fdr} tractfons to be seen in the local lees ew ty eds In the executive 


J Offices :. 
the theatre world of filmdom thoatres inthe uext few weeks—| al mabiger, Will Brock tenes 


That ts to say they are gona in-| 2Part from the fedture films pro- Manager and Hal Parrott, hoyse ar- 
ny e 7 4 : 

tolar as The ‘Tennessee-Publix’ RG GRUP AEKG GF (EG GEE SPATE ee Sree and 
beautiful Knoxville house and the {t isn't necessary to recall the hishlonea to the ‘nth degree oe ate 
above aptly illustrates the point.) movie menu as the photo speaks] tisiry. The above {s oue of them. 
This photo of one of the units of} Cor Itself, A word concerning the] Do they appeal? That Is best an- 
the lobby display at the theatre {s| thoatre’s campaign to onlighten its| swered ‘by the fact that hundreds 
one of the most striking as well as patrons on coming events, however| dally stop to admire and com t 
attractively designed works of art Is not amiss. Tho release schedules pon them. a 


SS | 
| 


SONGS IN FEATURES 


PICTURE SONG 


PICTURE 
SON 
PARAMOUNT ae 2 
Illusion Varma Thing Comes Why Leave ¥ 
Revolutionary Rhythm ear roo What You've Done T0 
TIFFANY STAHL Sree PATHE 
Oh Yea? Oh Yea? erhomore Little By Little 
iene sec., eA DIO—KEITH—ORPHEUM 
reet Gi 
Hallelujah At the nd of the Road gil Lovable and Sweet 
Swanee Shuffle : 
Road Show Dynamic Personality WARNER 
Love Aln’ , 
Ae n’t Nothin’ But the Under a Texas Moon Under a Texas Moon 
Jungle Chant of the Jungle ee 


That Wonderful Something Is 
e 
The Trespasser 


UNITED ARTIST 


JESS CRAWFORD 
PANICS RADIO. 
AUDIENCE 


Once again, the sure fire bra 
of pure entertainment Presenteg 
in Publix Theatres is enthug 
‘tically confirmed by the public ., 
a deluge of congratulatory ayy 
commendatory 
letters 


from all 9 
the country < 
a result of the 
organ concerts 
of Jesse Cray. 
ford be in 
“broadcast 
every Tuesday 
and Saturd 
nights over the 
2 olumpb ia 
roadcastine 
Chain; 

Theeulo 
contained a 
these letters 

Jesse Crawford —wouldrivalthe 
wildest ravings of an inflameq 
press agent. Running through all 
of them is an evident strain of 
sincerity which cannot be doubted, 
Without.any question, the popular 
organist of the New York Parg- 
mount is conquering the radio ay- 
dience as he does the throngs 
which daily .jam the great New 
York theatre. 

This is just a fore-runner of 
what will happen when the Para. 
mount Publix hour goes on the ajr 
on September 21 when other Pub- 
lix and Paramount talent will be 
broadcast throughout the country 
on the Columbia chain. 


BIG SUPPLEMENT 
ON PARAMOUNT 
MONTH 


Taking the admonition of PUB- 
LIX OPINION to heart in a true 
showman fashion, Manager Arthur 
Swanke of the Publix Strand 
Theatre, Anderson, S. G., arranged 
with a local newspaper for a spe- 
cial Paramount-Publix supplement 
heralding the advent of PARA- 
MOUNT. MONTH in Anderson. 

_ Starting with a stream-line cap- 
tion at the top of the page; “IT’S 
PARAMOUNT MONTH. AT THE 
STRAND,” the supplement was 
devoted to stories about present 
and coming pictures as well as 
institutional copy about Para- 
mount and Publix. It was filled 


With ads containing the greetings — 


and compliments of nearly every 


Merchant in town, as well as al 


Official proclamation from the 
mayor and an admonition from 
the newspaper editor to save the 
supplement for future reference. 
As suggested by PUBLIX OPIN- 
ION, a number of the stories and 
“fillers” were re-writes of the Para- 
mount-Publix edition of ‘Variety, 
which contained a mass of interest- 
ing institutional matter, that proved 


most acceptable to the newspaper 
editors. 


F TOLD YOU 
so! NOW 
IT’S DONE! 


Roy Rogan, manager for Pub- 
Jix-Great States at Joliet, IIL, 
\ wrote each department store in 
Joliet a letter, forcibly calling 
) their attention to the fact that the 
theatres furnish a daily crowd of 
prospective customers for their 
business, which resulted in each 
store carrying a streamer across 
the top of the department store 
ads, announcing the current at- 
traction at the Rialto Theatre. 
The total cost of this was about 
in postage and the stationery, 
\ and got free newspaper space 
equivalent to a half-page. 


$300,000 IN 
NEWSPAPER 
ADS FREE 


More than $300,000 worth of 
free newspaper advertising was 
obtained for the Publix Unit 
"Velvet Revue,” by a deal with 
Sid Blumenthal Co., velvet man- 
ufacturers, engineered by Benja- 
min H. Serkowich, editor of 
PUBLIX OPINION. 


The Blumenthal Co. will spend 
$100,000 advertising the unit in 
the newspapers. In these ads, the 
entire program of the theatre, 
including the picture, will be 
prominently featured. These ads 
will run in every town the unit 
plays. In addition to this, 
$200,000 additional advertising 
will be obtained from the vari- 
ous jobbers and retailers in the 
different towns who will all ad- 
vertise the show. 

Nowhere in the theatre during 
the playing of the unit will 
credits be given to the local ad- 
Vertisers, either by type, screen or 
verbally, The unit will be shown 
like any other. The settings and 
costumes, however, will be all of 
velvet, furnished by the velvet 
company which gets poster and 
trailer credit for their trade 
Name, 


WANTS PUBLIX 
THEATRE; ASKS 
FOR BOND 


As a proof of PUBLIX OPIN- 
ION’s often re-iterated statement 
t Publix theatre is a great as- 
Bet to a community, ‘Variety’ 
‘Prints a story to the effect that in 
-& certain town in Minnesota, the 
Clty councilmen have asked Publix 
© Dut up bond, thus assuring the 
rection of a Publix theatre in 
at community. 

Perhaps the councilmen have 


pera the slogan which has recent- 


UD a theatre, that town immedi- 
ately booms!! 


: READ PROMOTED 
so 


4 


eh J. P. Read manager of the 
“y,ilto Theatre, Colorado Springs 
Ri appointed manager of both the 
Cate and Paramount ‘Theatres, 
Ylorado Springs as well as City 
Mager of that city, effective 
Bust 21st. Mr. V. Lowery man- 
of the Paramount Theatre, 
Tado Springs was transferred 
© Melba, Dallas as assistant 
Ber, effective August 21st. 


U 


een spreading all over the] | 
“Country: “Wherever Publix puts|} 


NN -- nEeeeene rst ieeietle 
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Publix, these one-minute bi 


ographies are offered. 
re portrayed. We want the photo and bie : 


erstanding of the splendid individuals who comprise 
} They're not printed as vanity ticklers for the showmen 
tography of everyone in Publix. 


R. M. SWANSON 


After completing the fourth class 
of the Manager's Training School, 
: R Swan- 

son was as- 
signed to the 
Kettler Thea- 
tre in West 
Palm Beach. 
Because his 
theatre was 
damaged by 
the hurricane 
shortly after 
his arrival, he 
was_ tempo- 
rarily as- 
.Bigned to the 
Florida in 
Jacksonville. 
Swanson was 
_ then sent to 
i West Palm 
; Beach to 
manage the 
Stanley until 
the Kettler 
was repaired, 

when he was assigned to manage 
the re-modeled and renovated 
theatre. Two weeks later Mr. 
Swanson was assigned to his 
present managerial position at 


my 


R. M. Swanson 


the Hippodrome Theatre in Mia-. 


mi, Fla. 

Mr. Swanson. is a graduate of 
the University of Florida. He 
served two and a half years in 
the United States Army in Eng- 
land and France. For a number 
of years Swanson earned his liv- 
lihood as a professional musician 
and entertainer. 


HUGH J. SMART 


Starting his theatrical experience 
in the employ of the old Southern 
Enterprises, 
Inc. in 1923 as 
doorman of 
the Theato 
Theatre in 
Anniston, 
Ala., Hugh J. 
Smart worked 
himself up to 
} assistant City 
| Manager and 
then to City 
Manager in 
1926. He re- 
mained in 
Anniston for 
over a year 
and then was 
transferred to 
manage the 
Rialto in Ma- 
con, Ga. Com- 
ing back to 
Anniston for 
a short while, he was soon trans- 
ferred to Montgomery as mana- 
ger of the Strand. He was then 
assigned to his present post as 
manager of the Empire and assis- 
tant City Manager of Montgom- 
ery. In addition to his mana- 
gerial duties, Smart handles the 
advertising for the three houses 
in Montgomery. 


Hugh J. Smart 
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Cosuey Osy 


JOLSON 


Davey Lee 


*SAY IT 
Witt SONGS, 


6 Theatre, in the form of the “New Show World.” | r 
ealerfil iis) displays pictured here, resulting in increased patronage for his theatre. 


| : % ; 


ries 


PAT McGEE 


Pat McGee has steadily advan 
in the theatre managing Se 
tion. He was 
first employed 
as usher at 
the Criterion 
heatre in 
Oklahoma 
City when the 
house opened 
on April 21, 
1921. He was 
| 4 . Promoted 
\. : through the 
| 


3uccessive po- 
_ Bitions of As- 
sistant Chief 


Usher, Chief 
Usher, house 
sup't, ass't 


was ultimate- 
ly appointed 
manager of 
the theatre in 
September 
1924. In 1928, 
he was appointed manager of the 
Capitol in Okiahoma City. McGee 
is now manager of both the Cri- 
terion and Capitol theatres. 


JAMES J. DEMPSEY 


James J, Dempsey, manager ,of 
the Strand Theatre, Dorchester, 
Mags., held 
various minor 
-} positions in a 
theatre 
-} throughout 
+ his school pe- 
riod before he 
was employed 
as projection- 
ist at the 
Winthrop 
Theatre, Win- 
throp, Mass., 
for two years. 
On May 3, 
1926, Mr. 
Dempsey was 
appointed as- 
sistant mana- 
ger of the 
Central Sq. 
Theatre, Cam- 
. bridge, Masszs., 
which was operated by Wm. P. 
Gray. In December 1926 he was 
promoted to the managerial posi- 
tion of the Universal Theatre. 
Fitchburg, Mass. He then served 
as relief manager of a number of 
Boston houses until he returned 
to Fitchburg as manager of the 
Lyric Theatre, a vaudeville house. 
From Fitchburg, Mr. Dempsey 
was assigned to the Strand, 
Brockton for ten months, In April 
1928, he was sent to the Fields 
Corner Theatre where he re- 
mained in charge during the sum- 
mer, in addition to supervising 
the renovations at his present 
ost. On October 3, 1928, Mr. 
empsey re-opened the theatre 
which he now manages. a 


Pat McGee 


James J. Dempsey 


EYE CATCHING LOBBIES — 


Birmingham, Alabama learned that a most unusual group of fine pictures were coming to the Publix Alc- 
Manager Charles Branham arranged for the strikingly, 


manager and’ 


JOSEPH GOLDBERG 


Joseph Goldberg, manager of the 
Field’s Corner Theatre, Dorches- 
ter, Mass, 
was born Sep- 
jtember ‘14, 
11905 at Chel- 
'}| sea. Mass. He 
graduated 
‘from the 
grammar and 
‘high schools 
* of Manches- 

‘ter, N. H., and 
entered Bos- 
ton Universi- 
‘| ty where he 
; studied ad- 
. vertising. 

Mr. Gold- 
berg entered 
| the theatrical 
} business on 
4+ September 

14, 1924 as 

messenger at 

the  Scollay 
Square Olympia Theatre, under 
Robert M. Sternburg, manager. 
He was then engaged by the 
New England Theatres Operating 
Company to open the new Morton 
Theatre as Assistant Manager. 
Mr. Goldberg, after a period of 
outside advertising work, was 
sent to the Cumings Theatre, 
Fitchburg, Mass., to be manager, 
with a program of semi-road at- 
tractions. He then returned to 
the Scollay Sq. Olympia in Janu- 
ary 1928. He remained as As- 
sistant Manager of the Scollay 
Square until the middle of Au- 
gust, 1928, when he was trans- 
ferred to the “Central Square” in 
Cambridge. Several months later 
he was assigned to his present 
position: 


HARRY J. GOULD 


Harry J. Gould was raised in the 
atmosphere of show business in- 
asmuch as his 
father was a 
| circus man. 
In 1907. Mr. 
| Gould em- 
barked upon 
his theatrical 
| career by en- 
tering the 
| motion pic- 
ture business 
ins Attica, 
New York. He 
has always 
“lived” with 
the motion 
picture busi- 
ness, with the 
exception of a 
few years 
with the In- 
; terstate 
Amusement Vaudeville houses. . 
He i8 manager of the Palace 
Theatre in Fort Worth, Texas, 


Joseph Goldberg 


Harry J. Gould 


‘In addition to being City Mana- 


ger, and has been operating thea- 
tres in Forth Worth for the past 
fourteen years. 
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MEET THE BOYS! 


To promote acquaintance, respect and mutual und 


LISTS SONGS 
FROM HIT 
- PICTURES 


At the request of PUBLIX 
OPINION, Herb Hayman, of the 
Music Sales Dept., lists the out- 
standing songs and their relative 
importance in some of the impor-: 
tant pictures that will be played 
in the circuit in the very near 
future, or are being played- now 
in some theatres. The pictures in- 
clude Al Jolson’s “Say It With 
Songs,’’ Dance of Life,” “Why 
Bring That,Up” and “‘Golddiggers 
of. Broadway.”’ 

“In Al Jolgon’s “Say It With 
Songs” there are two songs of spe- 
cial merit that will be outstand- 
ing,’’ ‘says Hayman, ‘Little Pal’ 
and “Why Can’t You.” The other 
|songs are listed in their relative 
importance. 

Seventh Heaven 
_Used to You 
One Sweet Kigs 
and two old numbers 
I’m crazy for You 
Back in your own Back Yard 

“In the ‘Dance Of Life’’ featur- 
ing Hal Skelly and Nancy Carrol, 
the outstanding song is ‘True Blue 
Lou.” True Blue Lou is really a 
great song, but unfortunately, has 
not been spotted in the picture to 
advantage. It is therefore impor- 
tant that every theatre, prior to 
playing this picture, arrange to 
use the song, ‘‘True Blue Lou” in 
one or more programs so that the 
theatre patrons will become fami- 
liar with the tune. This song of- 
fers a great opportunity for ex- 
ploiting the ‘‘Dance of Life.”” It 
might also be, advisable to play a 
chorus of this song on non-syncs 
as prelude to the. picture covering 
the exhibition of the main titles. 
Next in importance is ‘‘Flippity 
Flop.”” The other songs included 
in this picture and listed below 
have not been published. 

Cuddlesome Baby 
Ladies of the Dance 
Mightiest Matador 
King of Jazzmania 

‘Why Bring That Up,’’ 2 Moran 
and Mack Paramount Picture fea- 
tures two songs, the most impor- 
tant of which is ‘‘Shoo Shoo Bogey 
Boo” while the other song entitled 
“Do I Know What I’m Doing 
When I’m In Love” was spotted in 
the picture to good advantage. 
| “Golddiggers of Broadway’’ lists 

nine songs, the two outstanding 
number obdeing ‘‘Painting the 
Clouds with Sunshine,” ‘‘Tip Toe 
Through the Tulips With Me.” 
The others listed according to 
their importance are: 


In A Kitchenette 

Keeping the Wolf from the Door 
Go to Bed 

And Still They Fall in Love 

What. Would I Do Without You. 

‘| Mechanical Man 

Song of the Golddiggers. 


“Publix records are available 
on all the important songs in. 
these shows.” 


RHINOCERI ON 
-MAIN STEM GOOD 
FOR 2 COLUMNS 


Recently the Minneapolis Star 
ran a two column cut of two wild 
rhinoceri charging down Nicollet 
Ave,, the main business artery of 
the city. It caused no little con- 
Sternation on the part of.the-read- 
ers. But when they read the squib 
under the cut they learned the edi- 
tor was “just supposing” and that 
the réal rhinos had been captured 
by the cameraman for “Four 
Feathers” the feature attraction at 
the Publix State Theatre. 


Gordon Greene, Mgr. of the 
State Theatre didn’t have any 
trouble selling the idea to the Star 
when he presented them with the 
composite photo of the town’s 
main stem and the two wild beasts. 


ELEPHANT GAG 
HUGE SPACE 
GETTER 


Ted Emerson, manager of. the 
“Garden’”’ in Des Moines, sends in 
a front page smash from the Des 
Moines Tribune, which newspaper 
he says doesn’t like Publix, giving 
a 4-column page one break on 
“Noah's Ark” in conjunction with 
their circulation boosting gag of 
having kids give dimes to buy an 
elephant for the State Fair Zoo. 
The elephant gag made its debut 
last fall when Yotr Editor pop- 
ped the idea to Bill Curley, man- 
aging editor of the New York 
Journal, and also to Walter How- 
ey of the New York Mirror. It 
took with both of them, and for 
three months Greater New York 
was up to its ears in elephants. 
Lou Goldberg handled the Journal 
contest for the Brooklyn Para- 
mount. So much publicity result- 
ed from the efforts of Goldberg 
that everybody quit reading the 
papers to avoid elephant-nausea. 

A good new or second hand 
elephant costs about $4,000, anda 
newspaper adds about 30 per cent 
to its circulation by getting the 
kids to donate one to the zoo. 
[t’s a great gag for your master 
of ceremonies or organist to 
foster a special morning Kids 
matinee, during which their dimes 
go to the fund, gets a great news- 
break for every one of your com- 
ing pictures. We've had a layout 
on the makeup stone for five 
months, trying to show you, but 
it’s always been crowded out for 
lack of space. 

The stunt is NO good unless you 
tie in your feature picture every 
day in some manner that makes 
people WANT to see it. A mere 
announcement doesn’t work. 


PARAMOUNT NEWS| 


ON THE JOB 
IN CHINA 


Getting his pictures, despite 
every handicap the Chinese War 
Lords could throw in his path, 
Henry Kotani, Paramount ‘News 
Staff Cameraman from Tokio is 
on the job in Manchuria with the 
Chinese-Russian situation appar- 
ently ,“‘well in hand!” 

With permits from both Ameri- 
can and Japanese Consulates, the 
Chinese refused to allow him to 
proceed to Manchuli unless the 
American Consul would guarantee 
his camera equipment was for non- 
military use and it took him two 
days to move out of Harbin. Fi- 
nally arriving at Manchuli, the 
Chinese officials refused to per- 
mit him to photograph their 
troops. Kotani took a chance and 
did it anyway, only as he expected, 
to be arrested and have his cam- 
era taken from him. After con- 
siderable bickering, they finally 
returned his camera but sent a 
guard with him wherever he went 
to prevent him from taking pic- 
tures. From then on it was easy, 
for all Kotani had to do was to 
bribe the soldier boy. 


MAKES HUGE GROSS 
IN PANICKY TOWN 


With the town in the grip of 
a financial depression resulting 
from the failure of four banks, and 
every penny being jealously guard- 
ed, City Manager Boliver Hyde of 
Lakeland, Fla., made the unusual 
record of rolling up a gross of 
$4200 in four days on ‘‘Cocoanuts” 
at the Publix-Polk Theatre,*which 
is 60 percent more than the nor- 

- mal full week. 


SPRINGFIELD OPENING 


The Paramount Theatre, Spring- 
field, Mass., will be opened Sep- 
tember 28th. Manager’s name will 
be forthcoming. 
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FRONT PAGE ELEPHANTS —A BIG STUNT — 
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A total of 49 free full pages was had by the Brooklyn Paramount on the above idea, described in this issue. Ditto for 


Des Moines six months later. 
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WEIRD TRAILER 
GETS RESULTS 
FOR “DR. FU” 


Ernest Morrison, manager of 
the Publix Palace, Dallas, created 
an unusual anticipation in that 
city for the playing of ‘“‘The Mys- 
terious Dr. Fu Manchu” through 
his presentation one week in ad- 
vance of the talking trailer. The 
trailer was offered as a separate 
unit in the program, following the 
paramount News reel. 


The magnascope screen was 
used, with the entire proscenium 
flooded with a wierd green light, 
with the exception of the screen, 
a patch in the flood light lens 
keeping the screen opening blank 
of light. Upon the opening shot 
in the trailer, the amazing sound 
of a police siren was heard. The 
orchestra went into a cadenza of 
wierd music, lasting until the talk- 
ing sequence of the trailer started. 
All lights weré extinguished, and 
red foots were flashed on and .off 
during the entire trailer, adding 
a note of mystery to the green 
proscenium lights. Two green 
spots were operated from the 
booth, roaming across the stage 
and all over the auditorium of the 
theatre. At the close of the Na- 
tional Screen Service trailer, the 
magnascope travelers were closed 
in, and the playdate announce- 
ment on ‘regular size screen fol- 
lowed. 


The reaction to the trailer was 
unusual. Several times during the 
week women in the audience 
screamed during some of: the most 
exciting shots, and Mr. Morrison 
contributed the excellent opening 
of the picture largely to the good 
results of this trailer. 


HOWARD TO CEDAR RAPIDS 


On August 25th Mr. John How- 
ard assumed the management of 
the Palace and Strand Theatres, 
Cedar Rapids. 
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ALIVE AND PACKING 
A MEAN WALLOP! 


The back issues of 


“*PUBLIX 
OPINION” 


If you had foresight enough to save em! 
If you don’t save ‘em, tell us why! 


The back issues are packed with gags, ideas, and 


information that ought to be working for you! 


THEY’RE AS GOOD AS NEW IF YOU HAVEN'T 
USED ’EM!! 
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IF THEY’RE A YEAR OLD, THEY’RE 
NEW AGAIN! 
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FOUL FOWLS FOR | 
“FOUR FEATHERS” 


Manager T. W. McKay of the 
Strand Theatre, Rutland, Vt., 
pulled an effective gag in adver- 
tising ‘‘Fouy Feathers’’ which is 
best explained by the following 
story in the Rutland Daily Her- 
ald which ran under the head, 
“Fowls Hanging Heads in Shame 
at Feather Loss:” 4 


: 

“Hundreds of chickens, ducks, 
turkeys and other fowls in Rut- 
land and vicinity are roaming 
about in farmyards indignant and 


-at the same time, with a great 


sense of modesty, trying fo hide 
the fact that some villain had de- 
prived them of their tail feathers. 


“Rutland street cleaners are in 
a quandry, for wherever they 
turn around in any of the princi- 
pal streets of the city they find 
feathers, large feathers, small 
feathers, dirty feathers and every 
thing but eagle feathers. 


The mystery was explained lash 
night, when Harry Wilson, assist- 
ant manager of the Strand thea- 
tre, explained that he had offered 
a free pass to the movies to every 
yqungster who brought in 10 
feathers, which he plans to usd 
for a display for the production 
“The Four Feathers.” The result 
exceeded his expectations—ask 


the street cleaners.” i 
; 


PUBLIX USHERS AT 
N. Y. RADIO SHOW 


Ushers recruited from the a 
York theatres will officiate at the. 
Radio Show for six days in t. 
ison Square Garden, starting SePt 
28. The show officials will Pay \ 
for the time expended by the ush-. 
ers. Publix Service is so wie 
known that when plans were made 
for the huge Radio Show, home 
office executives were instantly D&. 
sieged with requests for the serv~ 
lees of the ushers. _ 4 
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MAMMOTH 52 WEEK ap 


TIE-UP: FOR BROOKLYN 


A net minimum value in newsp 
950 weekly for 52 weeks, with t} 
other advertising and exploitati 
prooklyn-Paramount by Lou Goldb 
for the theatre. Goldberg, backed 


$1, 
of 


man, Milton Feld, A. M. Bots- 
ford, Benjamin H. Serkowich 
and David J. Chatkin, engineer- 

an industrial exposition to 
pe held at the theatre under 
the auspices of ihe Brooklyn 
Chamber of Commerce. 

A different mercantile estab- 
jighment of Brooklyn will hold an 
exposition in the theatre each 
week. The merchant must guaran- 
tee to spend $1,250 during the 
week to advertise the exposition 
at the theatre and also to advertise 
the picture and stage presenta- 
‘jon. This is the minimum amount 
to be spent, alhough many mer- 
shants have already signified their 
intention to spend much more. 

Goldberg has already lined up 
12 merchants for the exposition, 
which will start on Oct. 3rd. The 
thamber of Commerce will prob- 
ibly secure the others to fill the 
ntire year before that date. The 
jhamber of Commerce will appear 
s the principal in all solicitations 
f merchants. 

Bohack Grocery Stores, owning 
nd operating about 500 stores 
n Brooklyn and Long Island will 
tage the first exhibition. In addi- 
ion to the newspaper campaign, 
johack is getting out 270,000 cir- 
ulars to be distributed from each 
f their stores advertising the ex- 
ibition and the show. The cam- 
aign will be started a week in ad- 
ance and kept up until the final 
ay of the exhibition. 

Patrons entering the theatre 
ill be given a shopping bag with 

large rolled ticket which en- 


aper advertising alone of 
1ousands of dollars worth 
On was obtained for the 
erg, Director of Publicity 
by Manager Robert: Weit- 
Se ae An 


titles them to a sample of each 
of the groceries exhibited. After 
making the complete rounds, a 
patron will walk away with about 
$4 worth of groceries. 

Namm’s Department Store, one 
of the largest in Brooklyn, has 
Signified its intention of staging 
the exhibition on the week before 
Christmas. 


All dealings go through the 
Brooklyn Chamber of Commerce, 
Publix remaining in the back- 
sround. The Chamber of Com- 
merce admits that the Brooklyn- 
Paramount, playing te approxi- 
mately 175,000 people weekly, 
helps to keep plenty of money in 
Brooklyn by holding Brooklynites 
away from New York. This, to- 
gether with some solid ground- 
work laid by Publix’ representa- 
tives in Brooklyn, accounts for 
the friendly feeling existing be- 
tween the Brooklyn Chamber of 
Commerce and the Brooklyn-Para- 
mount ever since it opened. 


STEAM SHOVEL IN 
DOUBLE THEATRE 
TIE-UP 


Two Publix theatres, the Cap-] 


itol and the Princess, both of 
Sioux City, Ia., profited on the 
same tie-up in advertising their 
respective pictures, ‘‘Dangerous 
Curves” and “River of Romance” 
by placing 2 twenty foot banners 
on each side of a steam shovel dig- 
ging in' the center of the town. 


music, is 
Atlanta. 
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ATLANTA MUSIC SALES GOOD 


This attractive lobby both 


Betting a lot of 
¢ Furthermore, it’s 
main reason it is there. 


for the sale of records, books and sheet 
coin for the Publix Howard theatre in 
an “Ace” exploitation help, which is the 


O Iheet Mus 


DESMOINES ELEPHANTS 


Lionel Wasson Turns Big Game Hunter, Too. 


PULSE OF 
PUBLIC 


< ae 
€ Many interesting side-lights on 
© \ | the public’s reaction to Paramount 
y stars are furnished by the fan mail 
report for the months of June and 
N July, sent in by Arch Reeve, Di- 
4 
q 


el the "Latest Wrinkle” in Their Home Furnishings but Did You Ever Hear of One Boasting of Ont tn Het Face? 
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loines Tribune-Capita 
4OWA’S GREATEST EVENING NEWSPAPER 

ES MOINES, IOWA, WEDNESDAY, JULY 24, 1929.—TWENTY-FOUR PAGES _ PRICE stixes TWO CENTS 
fen AMh comaisrs =a a ° 
“eecteace Lact lbinds 
tes wate You Children Like Elephants and Are Invited 
Bi we sal ae To StThem in ‘Noahis Ark arta 


rector of Publicity for Paramount 
West Coast Sttdios. 

With the new policy on fan mail 
instituted by Paramount on Jan- 
uary ist, wherebv a nominal sum 
is charged for every photograph 
sent out, a great reduction in the 
fan mail naturally resulted. For 
instance, Clara Bow, who was re- 
ceiving an average of 35,000 let- 
ters a month last January got only 
10,000 in July. However, every- 
one of the 10,000 paid for the 
photograph requested in the let- 
coe ie influences affect the size 
of a star’s fan mail. If a star is 
cast in a role which is unlike his 
definitely established preceding 
roles, a marked drop is noted in 
his fan mail. However, at times, 
a group of new fans are attracted 
to the star by the changed role. 
Rumors of marriage or engage- 
ment, and magazine stories con- 
taining unfavorable comment, are 
other elements which tend to cut 
down fan mail. On the other 
hand, a favorable story in maga- 
zines, a popular trip or vaudeville 
engagement will tend to boost the 


fan mail. 
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FAN MAIL [§|PALACE, DALLAS, 


TIES UP THE 
MUSIC STORES 


A tie-up with W. T. Grant’s and 
McCrory’s, Dallas’. two largest 
“variety’’ stores, has been ar- 
ranged whereby the Palace The- 
atre practically predominates in 
the shcet music display. At 
Grant’s, the entire sheet music 
department is covered with a huge 
arcade effect, made of compo 
board and textone, similar to the 
song shop in the theare. The top 
panel of the arcade, fifteen feet 


long, has this copy: ‘“‘W. T. Grant- 


Song Shop, featuring the current 
hits frofM the GREATER PALACE 
THEATRE,” with the theatre 
name displayed outstandingly. At 
each end of the top is a panel 
four feet square, with a head af 
the bandleader and the organist 
and a space to display their cur- 
rent numbers. The entire counter 
facing is covered with a display 
for sheet music featured at the 
theatre, and on each end is a huge 
star, with changeable copy giving 
the stage and screen program 
weekly. Corinthian pillars connect 
the base panel with the top. 
Grant’s announces a seventy-five 
percent increase in sheet music 
sales since the installation of the 
booth. 

At McCrory’s, displayed by the 
sheet music booth, is a nine foot 
double sided shadow box, featur- 
ing entirely the Palace song hits. 
Inserts of two sheet size are 
changed weekly, one on each. side 
of the display, announcing the cur- 
rent program. The display is made 
of compo board and textone, is 
nine feet high, five feet wide, and 
eighteen inches in breadth. Other 
theatres in Datlas are wondering 
how the Palace got the break, but 
can do nothing, as that house has 
tied up these two stores, and is 
now working on three others for 


the same gag. 


BEST WINDOW 
IN TOWN ON 
THIS IDEA 


Manager Charles G. Branham 
derived a bountiful supply of pub- 
licity on “Glad Rag Doll” playing 
at the Publix Alabama Thea- 
tre, Birmingham, 
Ala., when he ar- 
ranged for a win- 
dow contest with 
local merchants, 

The “Glad Rag 
Doll Window Dis- 
or film that play Contest’ 
displays was staged by 
aoe the Alabama the- 

atre and spon- 
clothes. sored by the Bir- 
Mingham Dig- 
play Men’s Club. 
Eleven merchants entered the con- 
test and practically every other 
merchant in town Participated in 
some small way. 


Each store in the contest was 
given 1000 ballots carrying sales 
copy about show; and these were 
distributed by clerks in stores who 
urged attendance at theatre to 
plug votes for their Particular 
windows. The ballots given each 
Merchant carried his name in bold 
face type in the listing. 


Each merchant was given sey- 
eral proof sheets of press-sheet 
cuts showing silhouette heads of 
Dolores Costello to be used in 


their ads. A few were used to 
good advantage. 


The windows were on display 
during the week current with the 
showing of the picture. And each 
window carried the idea in the 
materials displayed—tying in with 
the picture “Glad Rag Doll.” 


The theatre helped the mer- 


Use this 
stunt on 
any stage 
style show 


.chants by screen trailer, news- 


paper ads and by giving them the 
use oe the theatre’s art depart- 
meni, 


The judging of the windows was 
by popular ballot of the people— 
the votes to be left at the thea- 
tre. The winner received an ex- 
pensive silver loving cup donated 
by a jewelry store and the theatre 
paid the cost of having it en- 
graved. The cup was on display 
in the jeweler’s window all during 
the run of the contest. 


The contest accomplished two 
definite things; It secured a very 
large amount of valuable publicity 
on a definite show and it estab- 
lished close contact with practical- 
ly all of the leading window dis- 
play men in town and Paved the 
way for continued co-operation in 
window tie-ups. 


The merchants seemed well 


pleased with results secured from 


their window displays and stated 
that they made many sales as a 
direct result of the tie-up. They 
also said that people made it a 
point to go and look at the dis- 
plays. 
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3 
Is.a bound volume of i 
ALL of the back issues : 
of PUBLIX OPINION i 
worth $4 to your theatre : 
operation? To instruct new : 
employees ?° 3 
If it is, and you want ' 
one, write to your chief. 
We've got a lot of re- / 
quests for ’em but we : 
haven’t got the copies. If 
enough requests come in, 
accompanied by the en- 
dorsement that it’s worth 
the $4 it costs to make 
them up,—perhaps the ex- 
penditure can be ap- 
proved. 
i 
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A REAL SHOWMAN PLANTED 
THIS KNOGKOUT SALES IDEA 


The following letter has been received from Manager 
Delacroix, Theatre Wilbert, Plaquersine: 


“The enclosed herald is genuine 
enthusiasm from a patron who, 
without my knowledge, printed 
and circulated one thousand her- 
alds, asking the public to take ad- 


A TIP 

To you who have seen’ 
“Broadway Melody” and 
“Close Harmony,’ dowt 
miss “Intocents of - 
Parts” with that. great 
musical comedy star — 
Maurice Chevalier. 

Truly’ a wonderful 
production, surpassing 
anything you have ever 
witnessed before. ; 

Now at Theatre Wil- 
bert, last showing today 
—(Friday) 


TROSCLAIR’S 
—we print— 


“Boosting agreat show 
for a business Comrade, 
without his knowledge.” 


vantage of the last day’s showing 
of “INNOCENTS OF PARIS.” 
This exploitation from a disinter- 
ested source resulted in a larger 
house the closing day than any 
previcus day. It’s a new angle, 
and you will note the name ‘“‘Thea-. 
tre Wilbert’? was. subordinated, 
which added to the value of genu- 
ine appreciation, as, if it had been 
played up big it would have 
seemed that the theatre was ad- 
vertising instead of the patron; 
and in comparison little attention 
would have been given to it.” 


PLUGS MUSIC 
SALES FOR 
PROFITS 


Manager Al Fourmet, of the 
Publix-Texas Theatre, San Anto- 
nio, realizing the tremendous ben- 
efit he enjoys by energetically 
plugging his music sales, doesn’t 
pass by a single bet. 

“T furnish 2 local radio stavon, 
KDGR, with one record each of 
the most popular hit songs,’ says 
Manager Fourmet, “and they in 
turn, for the use of-these records, 
announce several times each day 
that the record played is a hit song 
of a picture which is playing or 
will play at the Texas Theatre at 
a certain date and’ that the record 


is a Publix Record and the sheet 


music and the same Publix Record 
can be purchased in lobby of the 
Texas Theatre. 


“In order to put over ‘True Blue 
Low’ and ‘Flippity Flop,’ I had my 
entire orchestra playing both these 
numbers :on top of the marquee at 
noon one Friday. There was a 
background of banners announcing 
the names of the numbers played 
and the fact that they could be 
purchased in the. lobby of the 
Texas Theatre, and also that they 
were hit songs from ‘‘The Dance 
of Life,” giving the date of the 
show. 

“The Texas Theatre also broad- 
casted over KTSA and my Pianist, 
Pit Conductor and Master of Cere- 


- monies put on ‘‘True Blue Lou” in 


the form of recitation followed by 
the song with the announcement 
that it was one of the hit songs of 
‘The Dance of Life” and was also 
the story of ‘‘The Dance of Life.” 


SPEOKART MANAGES VICTORY 


Mr. P. A. Speckart assumed 
charge of the Victory Theatre, Salt 
Lake, effective August 24th, suc- 
ceeding Mr. Edwards resigned. 


MERCHANTS PAY 
FOR WIRING OF 
LOCAL THEATRE 


That PUBLIX OPINION was not 
talking through its editorial der- 
by when it emphatically and re- 
peatedly announced that the thea- 
tre is of such value to the com- 
munity from a.business viewpoint 
that local merchants would sup- 


port it with their influence, adver-|° 


tising aod even dollars, is now 


confirmed by the authenticated 


Show this story to your 
-local merchants when you 
want them to intercede 
for you with the newspa- 
pers for an equitable ad- 
vertising rate, or when 
yon need their co-opera- 
tion on any project. It 


will prove conclusively to 
them that a dollar or 
ounce of effort spent upon 
the local theatre, brings 
the same results as if 
spent on their own busi- 
ness. ; 


news report from Temple, Texas. 
Merchants of that city have 
financed. the wiring of the local 
theatre to keep the customers in 
town on Saturday night. 

Templa is an hour’s drive away 
from Paris, Téxas, where the mo- 
tion picture house was recently 
wired. ‘On Saturday nights, the 
peak business periods of the whole 
week, Temple merchants noticed 
2 falling off of trade. Investiga- 
tion disclosed that a great num- 
ber of people went to Paris Satur- 
day night to see and hear the 
“talkies”? and, while in the town, 
did their shopping there. 

The merchants called-in the lo- 
cal theatre man and insisted that 
he wire his theatre. When he told 
them that he didn’t have the 
money, in five minutes the mer- 
chants raised the necessary funds, 
as well as the price of a ticket to 
New York for the theatre man to 
make arrangements to have his 
house wired instantly. A month 
later, everything was back to nor- 
mal again in Temple, the folks 
staying home on Saturday nights: 
to see, hear and buy. 

This is not an isolated instance 
but occurs in numerous spots 
where similar conditions exist. 


EXPLOITS FILM 
FOR WOW GROSS 


Perhaps one of the outstanding 
stunts employed by Paul Short, 
Manager of the Publix Rialto Thea- 
tre, Chattanooga, Tenn., in exploit- 
ing. “‘Cocoanuts” was having a ban- 
nered ambulance on the streets four 
hours each day during showing of 
picture, carrying copy reading. “This 
man ‘laughed himself to death at 
Paramount's Musical Comedy 
COCOANUTS featuring the four 
Marx Brothers at the Rialto, Now.” 

Another stunt that went over well 
was the ice-melting contest with 
several real cocoanuts frozen in- 
side the huge cake of ice. Contest- 
ants were requested to estimate the 
time .the ice would melt; prizes to. 
be awarded to the ones estimating 
the nearest correct answer. 

A-man dressed as a- comedian, 
knocking a real cocoanut around 
with a golf stick carried a sign on 
his back, “You may think I’m crazy 
but you should see the.Four Broth- 
ers in COCOANUTS now playing at 
the Rialto.” 

Another stunt that derived a wide 
spread of publicity for the picture 
was the cocoanut window display of 
bakeries. All bakeries entered in 
the contest featured a display of 
cocoanut. cakes, real cocoanuts, co- 
coanut pies, together with stills 
from the picture as well as neatly 
lettered. cards announcing picture, 
theatre and play dates. 


Business was of such a nature| 


that although the picture was onl 
booked for 2 days it was, necessary 
to hold it over a full week, to a 
gross that was within $600 of the 
first run engagement and that had 
been the “high” for months. 
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CHARLEY TAYLOR COOLS *EM! 


Here’s a co- done by Charley Taylor of the Publix-Shea Buffalo operation. It’s worth copying. 
The henapapey Goan the i ae you have to lay out the dummy and check thru, in order to get you, 


Now ready? 


our own weather 


Great news! We have inatalied a new be 
Iriggyting plast! The most modern of ite 
bind, the ment aclentific, and the costliest. 
Actually manufactures weather. Every: 
article of alr in Shea's Century therough- 
le washed and cooled—every five eiautes, 
Hurldity sclentifiaally Jewered. Ne present 
Gravghts, no chills, ne unevenness of tem> 
perature. Just ideal climete, We repeat, 
S's great news. And yeu won't know how 
+ great [1 js.until yeu come bere seme hot, 
“sweltering day and sit through a great shew 
In the mest comfortable, moat healthful 
aimesphere you ever breathed 
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Rob’t A. Stransky 


753-735 BROADWAY 
* "39 Yours oa Drestezy” 


Get Your Frigidaire 
at the 
New Bing & Nathan 
Convenlantly loested 
Newest derigra—etest recent 
improvements 


‘Terms Tree 
Months 


A New Frigidaire... Porcelaim-omesteel |) sift. «| hires, 


outside and inside and equipped with 


the famous 
“Cold Comtrol? 


Only POE 


installed and making 
tee in your kitcher 


ia 


NZ wooller anew Vrigid- 
alre...a model that is 
Gnlehed with Porcelain-on- 
ateeloutsidecndinside.Note 
how th¢ shelves are spaced. 


oS 


Yes, {t's a real Frigidaire i 

In every respect... even to’ saleds or desserts. It gives. 
{nct. It’scoquiet youdon't the famousCold Control"? you complete coatrel-orez 
Gear it otert,oretop,erren, ... one of the most Im- Frigidalre's surplus power. 


MORE THAN A MILLION.IN USE 
National Refrigeration Corp. pistriteters 
715. Main’ Street 
Senge Dacre Co 
ima ace be. 
Sieur - 
Ta beth che Deldsbeld tnd commercial tields Pricihalre leads Ie mlse to custeheers 


THIS WAS FREE! C’MON, REPEATERS! 


This board is on city property, illuminated free by the city of 
Rock Island, Ill. It’s at a strategic spot where every traveller between 
Rock Island and: Davenport (across the river) is compelled to see it. 
Manager H. D. Grove of the Publix—Fort Theatre got the privilege 
from the Chamber of Commerce, and Publix paid for the painting and 
carpenter work and got a most valuable permanent display. A cheer, 
lads, for our gang in Rock Island! We want Nate Frudenfgld to 
tell us who did it, so we can tell you! 
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Buy Your Frigidaire-trom Refrigeration} | 
Experts 


A.F.MeyeréSons,Co, 
Incorporated . 


(24-403 Broadway—Jefterser 0174 
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6 rate” otaet be entra, wy will ahd he Stents ber pom 
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Peicidaire 


Models om etizplay~Sold om buctfet tert 


=a Scld by— 


' Graf & Johnson, Inc. 
“ "Om Boay Terms” 


TRALT STORLS TO SERVE TOU! 
B14, Dory, 8 BES alley Are, O70 Yonevende BL 


We Can Install Your 
Prigidaire Immediately 


TURNS MEETING: 
INTO BALLYHOO ~ 
FOR PICTURE 


couple of reels of pictures, a Pub 
Safety meeting was held 
speeches by the Mayor, Chief %' 
Police, influential business me!’ 
etc., and the police sergeant t& 
ceived his medal. 


Manager Frederick not only 


| profited institutionally, but be 


capitalized upon the meeting by 2° | 
viting the assembly to a local hotel 


ball team were going to catch 
coanuts. thrown from the roa 
This was a bit of advance adver : 
tising for the Paramount picture. 
“Cocoanuts” featuring the FoU%, 
Marx Brothers. : 


ssienet eo ial are 


_C. WELCOME 
GETS BIG 


gee ppemies in Bloomington, Ill, send in a layout of pictures and publicity, that got money at 

: : ; enol on Hoobler, the ace merchandiser. 
ae ogan contest pontsneian Heniese ees utility company and got them to give him a free refrigeration-ice box to give away in 
also sold the cool theatre idea. res. Alte stogan, of course, was the one that best described the “New Show World product.” It 


T o make the conte. 
= st a Success, the tility com » 4 r 7 
wer. itt , M _H b : 1 : ies ea F ; ae ted, the window display show, and also paid for the ads shown, 


BALLYHOO 


4 gale of publicity swept over 
a city of St. Louis upon the re- 
ym of Hd Lowry, popular master 
ceremonies at the Publix-Skour- 

passador Theatre, from a 
e month vacation. The home 

was turned into a ‘‘build- 
» for Lowry that registered at 


which of course 


One and two' col- 

umn photos 

broke in all of 

the St. Louis 

papers upon 

Lowry’s home- 

coming. An edi- 

torial in the St. 

Louis Times ac- 

claimed his re- 

turn as befitting 

a public benefac- 

tor. Teaser ads 

were published in 

all of the local 

papers, five days 

prior to the gala 

day. Mention of 

Lowry ’s reap- 

pearance, on the 

‘air, was promin- 

ently mentioned 

in the radio sec- 

tions. One and 

7 column stories, informing the 
ty of his arrival, were given eye- 
ching space in all of the local 
wspapers. These stories also 
entioned the time and place of 
e parade that would welcome 
wry back. Thousands stormed 
e automobile that carried Lowry 
ck into the jubilant hearts of 
Louis theatre folk. Gifts and 
wers were showered upon him 
y his admirers. About 15,000 
ards were mailed to Lowry fans 
d also placed upon the desks in 
ce buildings, heralding his 
lomecoming and inviting every- 
ne to join the welcoming parade. 
jundreds of window cards and 
treamers were placed in music 
tores throughout the city. Cari- 
atures of Lowry’s head ‘were 
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Bids hetoas 


For exs=ple, today's 
featcre 


“Coquette” 


Te an all tstuer drece which 
fontores America’s best ioewn 
SCREEN STAR 


Youll bave as estinty vew cca- 
ception of Mary Pickford afer 
yoo've beard ber. And, “Coqsatio” 

the screra adaption of a TA- 
MOOS BTAGE PLAT 


‘The adore feformation. will help 


foal comed) he 
Ma Operettan Marie. Brogd- 
way ecoediuse and dramatists. 
Wateu Tur rantacrarn 
and ether Irvis theatre edvertio 
ne for eddiiesal Betpa | THINS 
4 


abot July attrac 
thoes ta yeor MOST VALUABLE 
HELP} 


WILLIAMS 


ICE-O-MATIC | 


Electric Refrigerator 


FREE! 


Ocaplete and Instatled—An enact duplicate of 
thoes row being featured by the Mlinots Power and 
Light Corp. at $257.50, 


This Model L5-2 


WILLIAMS ICE-0-MATIC 


Emactly the ammo as check now betas featured by ths Dlsels Power end Licht Corpor 
thea wt $257.05, Chebuber tot price Fret) 


FREE! 


To the Central Hlinois man,-woman of ‘child 
who suggests the best advertising. slogan for 


Open to Everyone 


in Central Illinois, 
Read These Simple Instructions: — 


The Irvin Theater wants « fogat for use 19 tava. 


sa abort phrase er sentence which describes somethings ae tan eeetts ty a1meat everyoae knows, 


laced upon ‘the hundreds of on =) g theater and ita attractions It must be easily rersemberee. As tor eeceule one pict entifies the 
n.. Ilinois most clar entertainment ce-O-Matic is: “Made In Bloemingion. and Mokia » Dosa imPle. the slogaa of Williama 
iutos that joined in the parade. Central Mlinois Segre s seasErevine ia Cratal ines baewy abect ie eth cad cate et ceterulemeet Beat 


place—tho irvin Theatre. 


A séogas Ys 0 short phrase, ceocttytire of w prococt of bextacen Jt 
remembered. It will be weed ts Iryte 


BUT NOW A NEW KIND QF ENTERTAINMENT IS BEING INTROD: 

many new things, making for a yet greater standard of entertsinment. Maleate 
more desirable, combining stags and scrten. The It attractions listed below for the meath of 
Jsly are definite examples CAN YOU SUGGEST A SLOGAN WHICH DESCRIBES THEM? 


The Person Who Suggests the Moat Fitti 
Slogan Receives This, lce-O-Matic Absolutely Free! 


Nothing Else To Do! 


IMPORTANT INSTRUCTIONS! 


DO NOT JUMP AT CONCLUSIONS! 
| The kind of slogan the Irvin wants MUST 
describe the new ern motion picture. Listed 
to the right are definite examples. KNOW- 


he Transit News, with a circy- 
ition of 800,000, placed 15” x 
3” two-colored cards in every 
treet car, bearing the following 
opy: “Ed Lowry Will, Be Back In 
he Next Transit News.’” A double 
pread co-op advertisement, at no 
Ost to the theatre, paid for by 
lerchants, gaye prominent posi- 
lon to Lowry’s homecoming, the 
€atre name, playdates and at-| 


Rating Good Ix Biocciepica™ CAN TOU sonst bi 
“FITS~ TUB IRVIN AND IT'S NEW TIPE OF EN 
Valuable berps piven avery day ts Irca advertising 
Watch Theatre Ade—Ses the Pictures If Possible 
Nothing Else to Do. 


Complete and 
Iestailed fn Your 
i 


There weeubet dus amrverians at 
meted ee 8 


Gkrct STATES 
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TODAY ONLY 


Prete ot AAP 
Binge Rhee TOP 


berwiay & Setwrens Un 4-4) 
7 Brae ad Buberd aseem OO 
S +8 Ouro Chane 


Tact ‘echog ‘sewcar wun’ 
Mon mus THD 9 ALLIBONS [on sim pcaeaN ING ABOUT THEM will be your most im- “ine WANT Cove é 
¥ ADMSTRONG @ BLONDELL Hal DANE UPORGE ANTUUE ta portant help, ; 
4 Deeate fre Batrreved™ CHINA BOUND” 
DOROTHY MAE WI YNetre Oeltwys Mayer Phetare EACH DAY in The Pantagraph, in con- 


Domes liens! Adrnce Bung ant Proce Bar 
All Mew Program ext Datertay—Yeoderiiie sod ibe Phetoptay, Retyrt Eiliett La “Trelertion 


the receiving of Lowry by 
“yor Miller at the City Hall, 
midst much cheering and cer- 
Mony from the thousands who 
ave been entertained by this 
de-smiling champion of clean, 
Olesome amusement. Since his 

4l in St. Louis, more than 
0 years ago, it has been estl- 
lated that he has entertained more 
4,000,000 people in some 
00 shows, excluding the cheer 

Contentment he has given to 
'e countless thousands, through 
®ppearance at charity festivals 


nection with the regular theater’ advertiso~ 
ments, ono or more of these outstanding July 
attractions will be described. We'll givé you 
ny helpful suggestions. WATCH THEM 
CAREFULLY! 


e climax of the entire parade 


PS CENSORS|LOWELL, MASS. 
ae IN “ALIBI” TIES UP THE 
CASE MUSIC STORES 


s of talking pictures came| Not only has the theatre found | (ppemieeeeerneeee - 
in Paaeeap in Chicago when Cir-|it an easy matter to tie-up with . 


DIFFERENT AND GREATER THAN EVER 
BEFORE. pod 


The better your siogan fits these pictures, 
unity you'll have to win, 


Tadio broadcasts. 


All of this successful publicity 
Daign was due to the affable 
Cordial relationship existing 
€en the Publix-Skouras Ad- 
Wsing and Publicity Depart- 
tand the local newspapers and 
Shants, who realize the bene- 
they derive from the great 
8 which the Ambassador 
“ttre draws daily in front of 
T shop-windows. 


CANDY. AND CIGARETTES 


Candy and cigarette machines 
M installed in the New 
aramount for the conveni- 
°f the patrons. 
containing various 
t 5,10 and 25 cents, are 
all over the house. In- 
Smoking is only per- 

the rest rooms, the ciga- 
Machines are only placed 


dge Harry Fisher issued a 
aaee injunction restraining 
police from interfering with the 
showing of “Alibi” in eames 

ff rship is a form of tyran- 
ny peat ar abhorrent to saeee 
of the American people,’”’ the ju age 
declared. Regarding police c 


tention that ‘the picture erie 
police methods, particularly 2 
third degree,. the judge ae 
that if censorship is to be used by 


olice to prevent cr 
cates. then our poasted freedom 


g through. 
a SA a court’s decision, A a 
understood that the Jocal same 
wanted to compromise “ ‘ e ie 
Artists if they would ca ae ne 
injunction, 28 they did nee 
establish such @ precete mie 
refused to do this an ae 
through with the court ac ‘ 


iticism of them-). 


music stores on theme songs but 
many of these stores have let it 
be known that they are always 
willing to make some co-opera- 
tive .display in advertising the 
songs featured in the various pic- 
tures as that means increased 
business for them too. 

One of the latest to benefit by 
these music stores is Manager 
David F. Perkins of the Publix 
Merrimack Square Theatre, Low- 
ell, Mass., in advertising the thrill- 
ing. operetta, ‘‘The Desert Song.” 
The entire back of ‘the record 
counter of the Kresge Dollar 
store showed a fac-simile of the 
Merrimack Square marquee with 
cut-out holes to represent lamps; 
this being done by pasting tissue 
over the holes and putting flasher 


lights behind to give a very effec- 


tive display. 

The display proved so erective 
in selling records for the store 
that they asked to have it kept 
a permanent: display. Of course, 


1 FRING 4) PERE E Pet 


the center cards were changed to 
fit the current attraction. 

This display besides proving so 
valuable to the store was also con- 
sidered an excellent advertising 
medium for the theatre too as 
hundreds of people visit this 
music department daily and can’t 
help but be impressed with the 
theme songs and sales copy about 
current picture that stares them 
in the eyes. 


B & K BUY 


The North Center Theatre on 
Lincoln Avenue, one of the largest 
theatres in Chicago with a seating 
capacity of 3500, has been pur- 
chased by Publix-Balaban and 
Katz. ‘The house opened August 
23d with a straight sound policy. 
Ed Nikodem is the manager and 
R. Knudson, assistant manager of 
the theatre. 
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SPELLING - BEE IDEA, 


GOOD TRAINING 
STUNT 


Earle M. Holden, manager of 
the Publix-Fairfax, Miami, has 
developed an idea which is worthy 
of adoption generally. 


In his weekly meetings held for 
his service and front house staff, 
Mr. Holden devotes a portion of 
the time to something of the na- 
ture of an old fashioned spelling 
bee. However, instead of having 
the ushers and staff spell words, 
they are asked questions concern- 
ing the theatre, attractions, sched- 
ules, refrigeration and ventila- 
tion, etc, 


Mr. Holden advises that the plan 


has proved most interesting, 


ia 


10 


PUBLIX OPINION, WEEK OF SEPTEMBER 141i, 1929 


MUSIC DEALERS NOW STRONG 
FOR PUBLIX LOBBY SELLING 


By OSCAR A. DOOB a 
Director of Advertising and Publicity, Publix—-Kunsky Theatres 


The experience of the Kunsky ~Publix theatres in Detroit with 
the sale of sheet music and records in their lobbies may prove 


of interest to other theatres. 


When this idea was launched in 


Detroit the music stores, five-and-ten cent stores and others en- 
gaged in music selling resented the idea of selling music in lobbies. 


In fact, their opposition was very 
bitter. Prior to that the Publix- 
Kunsky theatres had enjoyed most 
cordial relations with the stores, 
with frequent window displays 
tying up with pictures, etc. AS 
soon as the theatres became “com- 
petitors,” the stores refused win- 
dow cooperation. That was sev- 
eral months ago. 

Now—the stores have done a 
right-about-face! 

They have discovered that the 
theatre lobby counters are acting 
as a stimulus to tHe store-busi- 
ness! Instead of being competi- 
tors, the theatres have become the 
backbone of the retail music busi- 
ness. Instead of opposing the the- 
atres, the record and music stores 
are now urging the theatres to go 
at the music thing more vigor- 
ously. The stores are not only 
giving window displays, paying for 
their own display material, but in 
the case of Kresge’s, for instance, 
the entire Kresge store was made 
a plug. The music department was 
of course, given over to “Desert 
Song.” However, they went fur- 
ther, putting on “Desert Song” 
sundaes at the soda fountain, with 
the girl attendants wearing ‘‘Des- 
ert Song”’ caps. Thruout the store 
some 500 hangers were displayed. 

This stunt has been repeated 
in many instances, the last being 
for ‘“‘Dance of Life’ at the new 
Paramount. 

The Victor wholesaler, who also 
operates a dozen retail stores, has 
become a regular distributor of 
mail stuffers, heralds, etc. — 

All of this change of attitude 
came about thru strict business 
reasons and not from personal 
salesmanship on the part of the 
theatres. The theatre is the big 
factor in music selling in Detroit 
—and the stores found it out. 
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SONG CHANGES 


There has been a change 
of title of the most impor- 
tant song in the Paramount 
Picture ILLUSION. 
PUBLIX OPINION previous- 
ly listed the three songs in 
this picture, as ILLUSION, 
REVOLUTIONARY 
RHYTHM and LEVEE 
LOVE. 

The Publix advertising 
manual and. other printed 
matter pertaining to the pic- 
ture DLLUSION make refer- 
ence to the song TLLUSION 
as a theme song of the pic- 
ture. The title of this song 
has been changed to WHEN 
THE REAL THING COMES 
YOUR WAY. It is sung in 
the picture by Nancy Carroll, 
also by June Collyer and. 
Buddy Rogers at the piano. 
In addition, the song is used 
instrumentally eight (8) 
times throughout the pic- 
ture. 

REVOLUTIONARY 
RHYTHM is sung by Lil- 
Jian Roth, ‘the star of Earl 
Carroll’s Vanities, accompan- 
ied by a large beauty chorus. 
LEVEE LOVE has_ been 
cut from the picture and 
does not appear in the fin- 
ished version. 

WHEN THE REAJ, THING 
COMES YOUR ‘WAY will 
undoubtedly be a big hit of 
the picture, with REVOLU- 
TIONARY RHYTHM as the 
big production tune. E 

The songs were written 
by Fred Coots, Lou Davis, 
Larry Spier and Sam Cas- 
low, al of whom will be 
recogn: as writers of 
many hits in the past. 
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ANTI-SLUMP 
IDEAS 


By MADELINE WOODS, 
Publix Great States Circuit 


ETE Ce 


Madeline Woods of the Advertis- 
ing and Publicity Department of 
Publix—Great States Theatres 
effectively outlined a ‘‘Paramount 
Month” campaign intended to sur- 
mount the impending slump in 
business during the month of Sep- 
tember, because of the school re- 
openings. A few important “guid- 
ing points’ outlined: 

1. Make. your programs look 
pretentious. Give your feature the 
usual space and then USE A 
“BOX” IN YOUR ADS, LISTING 
EVERY ITEM ON YOUR PRO- 
GRAM, from the sound news stat- 
ing an important item the news 
contains, down to describing the 
shortest ‘‘short.’’ If you have a 
fable, name it; an organ overture, 
list it. 

2. Announce that the theatre 
has ‘‘scouts” stationed throughout 
the town who will give passes to 
those persons heard discussing 
your theatre and entertainment. 
Distribute a few to start the thing 
going but then cut down on the 
free list. Get your local news- 
papers to run a few stories about 
this, as well as obtaining ‘‘shots’”’ 
of the ‘‘Happiness Sleuth’’ issuing 
the passes. 

3. When you run your ‘‘Para- 
mount Week’ trailer, place a few 
“plants” in the audience to ap- 
plaud. The patrons will join in 
the applause and will soon start 
talking about it. Therefore, good 
word-of-mouth publicity will re- 
sult. These “‘plants’”’ should not be 
ushers! 

4. Tie-up with a merchant or 
a group of merchants in advertis- 
ing a MYSTERY COAT—(or the 
like) to be worn in your lobby 
and aisles, on a certain night. 
Have the girls in the parade, each 
wear a number on the sleeve. Have 
the MERCHANT OFFER $10 to 
the first woman guessing the num- 
ber of the MYSTERY COAT. 
Have the merchant mention. the 
contest, prominently, in all his ads. 

5. Get the Parent-Teachers 
elub to hold their first meeting in 
the form of a theatre party. Rope 
off a section of the theatre for 
their use. Offer some special in- 
ducement in prices, if necessary. 
The local confectioner or florist 
will gladly furnish flowers or 
candy to be distributed to.them. 


PUBLIX THEATRE 
IN LYNCHBURG 


A. beautiful new 1500 seat the-|. 
atre will be built by Publix in 
Lynchburg, Va. This will mark 
the entry of Publix in the Old 
Dominion State. In addition to 
this theatre, Publix has taken 
over the entire interest of C. M. 
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Casey in the operation of the 
“Academy,” “Isis,’’ ‘““Gayety”’ and 
“Belvidere’’ theatres in Lynch- 
burg. 


MITCHELL AT NEW YORK 

Al Mitchell, stage band leader, 
at the Olympia Theatre, New 
Haven, acted as stage band leader 
at the New York Paramount, for 
one week, beginning Friday, Aug- 
ust 30th. 


BROCKTON CHANGES 
Effective September 2nd, Mr. F. 
H. Harrington will assume 
Management of the Rialto, Brock- 
ton, replacing Mr. W. B. Rose, who 
will manage the Strand, Brockton. 
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WINNING *EM OVER! 


. . - e ay J oo 7 | 
This is how S. S. Kresye gat behind “The Desert Song. in De trou. 
Note the “Desert Song” cake, sundae, pre. seda and banana split signs. 
These were placarded all over the store. 
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The opposition is waking up! 

For the past few years, the dynamic leadership and the 
unity of action that has been possible within an organiza- 
tion of happy and ambitious friends, has led Publix to suc- 
cess that has been easier than it would have been, had our 
opposition been as sturdy and well organized as we. 

That condition is now rapidly changing. 

Opposition theatres are coming to life. Other theatrical 
interests in your community are alligned with powerful 
organizational resources. 

You're coming to grips, and quickly, with business rivals 
that are going to meet you on a common ground, and they’ll 
be well prepared. 

The principles and practices that have given Publix its 
leadership have been observed by the opposition. They 
know what you had that gave you your place. They’re 
duplicating it. They'll use that familiarly, so don’t under- 
estimate. : s 

’ Be prepared soon, to see the same ideas that you have 
used for your own benefit, also used by opposition against 
you. 

Get your organization set NOW, and see that everyone 
operates on a daily work schedule that divides into daily 
efforts for operation, promotion, and current merchandising. 
If you don’t keep an “assignment book’ for “futures,” 
you're going to lose out and be replaced by someone who 
will do it. 

Go thru your files of letters, instructions, manuals, and 
PUBLIX OPINIONS and schedule a few things to be 
worked out for every day. 

When you’ve done that, make sure that every day you 
add new assignments into your assignment book. ‘“‘Hell- 
book,” some folks call it, rightly, for it’s exactly that for you 
if you don’t keep it, and it’s that for the opposition if you do. 

Thus you'll find and be reminded of, local spot attrac- 
tions and hand-made audiences that belong to your theatre, 
instead of the other fellow’s; you'll find that the women’s 
clubs are selling tickets for your theatre instead of) the one 
across the street; that Christmas Gift Books sold in stores: 
are yours, not those of the opposition. You'll be first to 
accomplish the effective thing. . 

You'll have’ to be first to do it. Publix leadership de- 
pends upon it, and Publix leadership is not going to permit 
itself to be frightened or overcome by any recently awakened 
sleepy-eyed giants or re-assembled pieces of chopped up 
Organizations that want to play with ideas we've originat- 
ed and developed. 


HINA 


TNMNUNN NHN 


NN 


{ 
1 


‘WHELAN’S 


GREAT GAG 
FOR LLOYD 


By special arrangement. with 
Harold Lloyd, star of “Welcome 
Danger” and Paramount, Leslic 
Whelan, representative of the 
noted sereen star, has obtaine¢ 
permission for all Publix Thea. 
tre managers to go to the Mayo 
of each city and ask him to ap. 
point a special Mayor's Enter. 
tainment Committee. 

This committee, in the name 
of the mayor, will be givey 
enough free admissions to. mat. 
inees to take care of the in. 
mates of homes for the aged 
orphans and crippled children 
Be sure that all the newspaper 
are on the committee, and that 
sob-sisters and photographers 
cover the event. 

The mayor’s committee will 
provide transportation, to and 
from the theatre for the guests 
The Mayor will appreciate the 
opportunity to participate in ar 
event that makes him figure a; 
a charitable soul, and his com. 
mittee will do the work for the 
publicity involved, and provid 
autos. Also, since its ar 
“event,” ALL of the newspa 
pers will cover it, instead 0 
just one paper doing it as here 
tofore when managers permit 
ted newspapers to show pic 
tures to the shut-ins. 


6 MORE SOUND 
TRAINS TO GO 
NEXT WEEK 


Such has been the success of th 
first Publix “Entertainment Spe 
cial’ or “Sound Train’ in herald 
ing the unrivalled excellence o 
Paramount Pictures and Publi: 
Theatres, that six more trains wil 
be sent out in the field next week 


Complete details as to the bes 
way in exploiting the wonderfu 
ballyhoo advantages offered by thi 
trains are contained in a-specia 
manual prepared by the Hom 
Office Advertising Department ant 
which has been sent out to al 
theatres that sound trains wil 
visit. 

All inquiries for informatio! 
concerning these trains should bé 
addressed to L. L. Edwards, Par 
amount Building, New York. H 
E. Tillotson will be in charge 0! 
the trains in the field. 


PUBLIX SHOWMEN 
AMONG PRIZE 
WINNERS 


The announcement of the lis' 


=|0f winners of the $25 prizes fo! 


the best ideas on the press sheet 
for Harold Lloyd in ‘Welcome 
Danger” shows that nine out of 
the twenty-five winners are Publix 
showmen. Ts 


The Publix prize winners are: 
M. D. Cohen, Rialto Theatre, Det- 
ver, Colo.; C. T. Perrin, Sterling 
Theatre, Greeley, Colo.; Bob Kel- 
ley, Dallas, Tex.; William Pine, 
Balaban & Katz, Chicago; Jack 
Meredith, Saenger Theatres, NeW 
Orleans; Don W. Hoobler, Bloom- 
ington Theatres, Bloomington: 
Pat McGee, Criterion Theatre, 
Oklahoma City; Oscar A. Doob, 
Kunsky Theatres, Detroit; Bem 
Ferris, Publix-Finkelstein and 
Rubin Theatres, Minneapolls. 


’ our. weaknesses, and vigorous in our behalf. Of course the $100,000,- 


YOU HAVE THE 


MERCHANDISE 
SELL IT! 
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The Official Voice of Publix 


Publix Theatres Corporation, Paramount Building, New York, 


Vol. III 


“Leave no stone unturned to give Publix the 


SOUND 
TIPS 


high standing it holds in the world of theatres.” 


Dublix  Opinian 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M. Bortsrorp, Dr. Adveriising Benjy. H. Serxowicu, Editor 


J. Atpert Hirscu,. Associate Editor 
Contents Strictly Confidential 


ASK YOUR LOCAL PUBLISHER 


The motion picture industry spends over a hundred million dol- 
lars annually in newspapers alone. That sum comes from all com- 
panies and theatres within the industry. Less than one percent of 
this amount is expended for all other combined forms of public 
appeal, stch as billboards, magazines, circulars, radio, etc. 

A huge amoynt, you say, to come from one industry, as a 
contribution to the freedom and support: of the press! 

When you consider that about three-fourths of this sim is 
spent directly by theatres, and largely at the highest line-rate on 
the publisher’s card, you’re bound to believe that the press, gen- 
erally, might well be helpfully interested in the conduct and welfare 
of the industry. Theatre news also-makes circulation and reader- 
interest for newspapers, in proportion to its wide-awake, up-to-the- 
minute qualities. — ; 

“Tg a $100,000,000 annual expenditure in newspapers by an ethical 
and helpful industry, entitled to the protection of the press against 


unfair attack?” you inquire. 
The press is interested, and, as a, whole, is usually tolerant of 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


‘BULLETIN NO. 25 
Exciting Lamps 


The condition of the exciting 
lamp plays a very important part 
in movietone reproduction. 

1. The filament must be 
straight. This can easily be ex- 
amined when the light is out, 
turning a flashlight or work light 
against the exciting lamp. The 
filament must have no sag at the 
center, and must run square, hor- 
izontally. If it either sags or 
_|slopes the lamp is unfit for sery- 

ice, as it will never focus prop- 
erly. 

2.. The glass must be clear. 
It will blacken up after some 
weeks of use. The lamp should 
be removed from service when 
the glass around the top becomes 
dark, or the volume of sound will 
be reduced. . 


3. The focus must be good. 
It can) be tested against a piéce 
of white paper by removing the 
sound gate. The oval image 
should be clearly defined. If any 
portion of the oval shows colors, 
the focus is bad and should be 
corrected. If a double oval shows, 
‘the focus is bad and should be 
corrected. If.there are streaks in 


000, is an-object to them, but it is a secondary one. The first object 
is} to maintain itself as ai forum, in a fair position before all the 
public. Therefore, it is the weight’ of that favorable reaction toward 
the motion-picture industry as reflected in the $100,000,000 rather 
than the money itself. which is the primary consideration of the 
press.. The newspapers cannot violate its public trust, nor would 
the amusement industry ask or consent to such.a thing., The in- 
tegrity of the industry is bound, up in the integrity of the press. 

The industry is entitled to protection and the newspapers, when 
convinced that unfairness is not' upon our side, will eagerly rally, 
if invited. It is to their interest to uphold an institution which 
the public has so unmistakably accepted.and approved. However, 
@ newspaper publisher or editor is not a magician. He cannot know 
your troubles, unless you tell. him. He hears from the clamorous 
and highly organized small groups. But, when he hears only their 
voice upraised, and. regards your silence or inactivity, he is bound 
to believe that the opposition is right. 

. Today the industry that gives you a living, also gives a living 
to many others who are apart from it, The $100,000,000 that goes 
for advertising actually comes from the public, as its most powerful 
and emphatic expression of endorsement of the popular price theatre. 
This is-the convincing fact you should present most emphatically. 
The $100,000,000 the newspapers get, pay a lot of payroll and print- 
ing bills; the theatre crowds that are shopping crowds, still fill the 
tills of merchants and raise property values, and create merchant-ads. 

The populat-price theatre is the best ally any local newspaper 
or merchant can have, in combatting the strangling competition of 
mail-order firms, which neither advertise locally or bring community | 
building crowds. 

An unfair attack aimed at the theatre, also hits a great many other 
interests in your community. It insults the intelligence of the vast 
army of theatre goers, who, if they took the attack seriously. and 
stayed away from the theatres, would inevitably hurt the mer- 
chants upon whom the newspaper is, to a large extent, dependent for 
its support. Therefore, you have every reason to expect and de- 
mImand active support. If you don’t get it, it is because you 
have not properly awakened and organized a defense that will be 
active without your leadership. 

Detractors of the theatre overlook nothing that will help their 
cause. Neither should you. 

The editor and publishers of your newspapers, and the business 
men and property, owners of your community want your theatre 
to prosper, because their own prosperity’ depends in a measure upon 
yours. If you fail, they, too share in that failure. 

All of this is again pointed out to you, now, as part of the pre- 
diction PUBLIX OPINION made a year ago; that the startling and 
new improvements in the dramatic field, due to the miracles of 
science and invention, will doubtless result in theatre censorship 
history attempting to repeat itself. We must be forewarned and pre- 
pared to intelligently combat it. 

The startling and new thing always invites ignorant attack. The 
industry has ever been an inviting target for self-appointed moralists, 
reformers and publicity-hunters. Now it is even more inviting. 
Doubtless these reformers will again set up the censorship cry, with 
an eye upon the censorship job for themselves. If and when this 
happens in your community, you and all your staff personnel should 


ing lamp itself are dirty, and 
should be cleaned. If the oval 
is yellow, there is oil in the op- 
tical assembly and this should be 
changed. 

4, Spare exciting lamps should 
be ready in their holders. Each 
holder should be marked clearly, 
with paint, for the projector for 
which it is intended. A new lamp 
should be inserted in each spare 
holder and focussed. The spare 
holder and lamp should then be 
removed and placed handy to the 
machine. An excellent plan is to 
hang it on the wall in front of the 
projector. In this way, if an ex- 
citing lamp burns out, another 
one is ready to be inserted in- 
stantly, without delay for re-fo- 
cussing, and only a few words of 
the sound need be lost. The six 
pole switch should be opened be- 
fore a new exciting lamp is in- 
serted. 

5. As soon as possible after an. 
exciting lamp burns out, put a 
new one in the holder, focus it, 
and hang the holder ready for 


use, 


stopped before it starts. 


force in the history of civilization. 


Opinion 


The history of Publix is the achievement of its man-power. MAN-POWER has carried Publix to the leader. 


ship it enjoys in the industry. And MAN-POWER will insure the continuance of that leadership. 
—DAVID J. CHATKIN, General Director of Theatre Management, Publix Theatres Corp, 


the oval, the lenses or the -excit-j 


get on the telephone and repeat the facts contained herein, to a 
hundred or so, of the most influential and temperate-minded business 
men of your community. Ask them to: make vigorous protests in be- 
half of your theatre—and themselves. 


the attack is led by some misled dependent of one of these. 
its manner of settlement will give you a merry laugh in your sleeve. If 
you and your staff start to win the solid support of a few influential 
people daily who come to your theatre (you can do it in a few minutes 
conversation in tha lobby) you’ll have any fight that may brew, 


The morals of the public as they are affected by the movies, are in 
safer hands in the studios than they are at the mercy of most reform- 
ers. Today the movies are getting the benefit of the great minds of the 
world, and if let alone, will have the power to be the greatest moral 


Week of September 14th, 1929 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, tool 


LENGTH OF FEATURES 
Time. 


Make age 


Paramount 6666 74 min, 
Paramount 8235 92min, 


Record 
No. Subject 


Lady Lies—8 reels (AT).......- 
The Virginian—12 reels (AT)... 


Unholy Night—10 reels (AT).... MGM 8350 92min. 
Speedway—S8 reels (S).......... MGM 6875 76 min, 
Why Leave Home—7 reels (AT) Fox_, 6365 71min, 
Careless Age—7 reels (AT)..... 1st Natl. 6140 68 min, 
‘Her Private Life—8 reels (AT).. Ist Natl. 6525 73 min, 
In the Headlines—7 reels (AT). ‘Warner 6250 170 min, 
Salute—9 reels (AT).........+--.- Fox 7600 85 min, 
Half Marriage—7 reels (AT).... RKO 6214 69 min, 
/ Say It with Songs—10 reels (AT) Warner . 8200 91min. 
Woman Trap—7 reels (AT)..... Paramount 5882 65 min, 
Girl in the Show—9 reels (AT). MGM 7525 84min. 


Paramount 6535 73 min, 


Fast. Company—8 reels (AT)..... 


The Trespasser—10 reels (AT).. United Art. 8100 90min, 
(S)—Sound . 
(AT)—AII] Talking 

PT—Part Talking 
LENGTH OF TALKING SHORTS 

; PARAMOUNT 

Wate Ops Car 6 crererevetstclove orrst clei orsvatelel opera storefonwaete 900 10min. 

ED AUT ONSN ELM seperencralcy clei eie’ site reeiotonch cieieratetercistele’ Fou aad 1823 20min, 

JUTE ED hE crop ou anucoeoccouUronedLobacOUOUGCNGS 1800 20min. 

Lady Ides) (Trailen)), 05 setts > cos ceicccsiciv cc ee 250 3 min. 

News No. 7...... Rieiaic cle sonsieverets ieietetohovererereisisteraa 90 10 min. 

IN GWEN Sm9!ere) crate wrarare clever erete: etoterererpinie eleteteneterscaretere 100 11 min. 


PUBLIX 


Pearle HIsSher sister selslererelatereaietcterererstaielaterterchonele a 470 
Wanna Buy a Duck?........ 

Darke Wy.esbemeeinece cee cme foreletelscirensrorey sistenetokers 
Ringside Rhapsody 
Parlor SRAGCGUerSi)scicias sie sicioieiae oieleiete 

ET ROLSLLOmmerstete tei etaieee AO COMO OCOD EO OED OUTS . 
EMR CGE oosbongnundcceccoucnussescdd 
EVOL ELOMED Usp cere wv craheve wiletorsvestelove crelen ner ar evenes te 


WARNER 


841 George Price—Don't Get Nervous........ Sceo 845 . 9min. 
815 Chas. C, Patterson—Billiard' Champion of 

MAN CY SHOES aie acckes seve eerere Mine oe hereto 830 9 min, 
786 Fred Ardath—The Dry Days..............+... 725 8 min, 
836 Harry Rosenthal and Bath and Tennis Club 


Orchestra ance csiecaceieien Pen Glico 


a iy 


Gregory and Edison—2 College Nuts......... 
SAS IACI WiNIten ie eetalceisiersiseeisicis titel SEoooncoDc 


Album of Memories................. vecotonereerne 

Benne nye Club wiginia baie sible alele wictenerereetaciaereore eee 745 
usica CNA ES AOUenO OG COOCUOm EOC OONbODE 760 , . 

Trail of '98 q 3 main 


FITZPATRICK _ 


People Born in.September..................- 980 11min. 
EDUCATIONAL © 
Chelsea Nights ....... jorelejotetneletaletetalpreletatal tere 1060 12min. 
Length of Synchronous Shorts _ 
PARAMOUNT 
8 min. 


Oh, You Beautiful Doll (Song cartoon)....... 695 
PATHE = : 


INDEPENDENT 


Dimples and Tears (Marionette)............. 750 8min. 
Length of Non-Synchronous Shorts 
METRO 
Motoring in the Orient. (Ufa Oddities)....... 795 9min. 


TIFFANY STAHL 
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DO YOU DO IT? 


If you don’t re-write 
and localize and put into 
work at least a dozen of 
the stories and stunts 
from PUBLIX OPIN- 
ION every time it comes 
to your desk, you’re miss- 
ing the benefit the publi- 
cation is intended for. 
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You might even discover that 
If you do, 
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